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A Sales and Profit Sensation 


‘Its in the sntallest kitchen. Any convenience outlet furnishes 
leat and power (or gas heated). Full open roll—irons everything. 
“xtremely simple. Makes ironing day two pleasant hours. Sales 
towing by sensational leaps and bounds Large profit margin. 


aturday Evening Post advertising starts with spread in two 


Folds to size of a kitchen 
chair. Easily rolls to any 
cheerful place to iron or 
0 A ; 
ors, October 24th. Every washing machine user a prospect. into a closet or corner 
Wire for representation in your territory when through. 
Y MACHINE COMPANY, 1902 South 54th Ave., CHICAGO, ILL. 
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ELECTRICAL 


At $5.00, $7.50 and $8.50, Simplex 
Sunbowls today represent greater 
value—both to you and your custo- 
mers—than ever before. Dominating, 
full-page, full-color Sunbowl adver- 
tising, reaching millions of readers 
every month, is stressing this new 
value and helping you to sell more 
Sunbowls. 


The new heating unit, sturdier con- 






struction, and finer design, give the 


a 


15 So. Desplaines Street 
Chicago 





Simplex Electric Heating Pad 

forapplying comforting 
heat to anything from a lame 
hip to a cold bed—a year- 
round seller. 
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ag The New Simplex Radi- 

f ator Unit has heavy por- 
celain core, new bull-dog 
grip, new terminal exten- 
sion bar. Fits any Edison 
base reflector. 


$1.00 List, each 

















Two factors that forecast 
record-breaking Sunbowl sales 


new Sunbowls value never before 
found in electric radiators. And back 
of every Sunbowl is the name Simplex 
—symbol for years of finest quality 
in electric appliances. 


The first cold wave is on its way. 
When the mercury drops, the demand 
for Sunbowls will absorb your regu- 
lar stock. Better check up now and 
prepare for the brisk sales that are 
coming. Liberal discounts. 


SIMPLEX ELECTRIC HEATING COMPANY 
85 SIDNEY STREET, CAMBRIDGE, MASS. 


132 West 31st Street 
New York 





Simplex Electric Iron—com- 
plete with Simplex Cord-Set 
with unbreakable all-stec! 
plug. The fastestselling high- 
quality iron on the market. 


SUNBOWL 
$4.50 List 
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The Four Big Months Ahead 


The two graphs above are both sales meters and both show the able merchandise for maximum turnover Hlectrical Merchandising 
same thing: that September begins the climb upward to Decem- prints in this issue fourteen editorial pages of new, saleable, busi 
ber’s sales peak. The first graph shows the electric appliance ness-creating merchandise, illustrated and described, as well as 
sales of a national distributing organization selling at wholesale articles covering four pages constructively treating on buying and 
only; the second the sales of one of the largest merchandising turnover. 

central stations. Near or between these percentages lies your 

own sales percentages as well as the general average. Sales of The next four months are your busy months and the editorial and 
this relative volume in this short period mean many and diverse advertising pages of Hlectrical Merchandising will continue to bé 
buying problems. To help you in buying wisely the most sale- short cuts to profit and efficiency. Use them. 
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John and Mary Wouldn’t Think of Buying Anything but 
a Complete Bathroom, 


| TILeEo or a Complete Car— 
BATHROOM 

| ALL FITTINGS , 
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Why Don’t We Sell Them Complete Equipment,— 





All in One Order, — When They Move Into a New Home? 





If complete bathroom fittings can be financed on the mortgage—then why 
shouldn’t built-in or screwed-down electrical appliances be similarly financed? 
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Three Thoughts 
About John and Mary 


By EARL E. WHITEHORNE 
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The First Thought 


OHN and Mary represent the Great American 
J resto market. All the electrical appliances 

we sell—they buy; just as they buy the bath- 
rooms and the automobiles that every modern 
family must have. 

The men who sell white tiles and porcelain bath 
tubs and the men who sell motor cars all go and talk 
to John and Mary. What do they say—what do they 
do—these bathroom and these motor car men— 
that causes this same husband and wife to give 
them a $1,000 or $1,500 order for a complete job, 
when the electrical salesman comes away with $50 
or perhaps $150 for a single appliance—which is 
but a fraction of a complete job. 


The Second Thought 


ARD as the words look—we know that today 
He sales of electrical appliances are falling 

behind the growth of the household market. 
More houses are being wired each year than are 
being adequately equipped with appliances. How 
few appliances are actually sold to the average 
home is dramatically shown on pages 5512 to 5515 of 
this issue. 

Hundreds of thousands of people wire up each 
year. They want a modern home. They want all 
the comforts of electric service. But they never 
get it. It’s never sold to them. 

At our present rate of selling, these people will 
all die and we’ll be gone ourselves before complete 
electrical equipment—for comfort, convenience, 
labor saving and economy—becomes the standard 
of the American home. Either we or some other 
generation of electrical men—have got to find some 
better, faster way to sell electrical appliances to 
John and Mary. 

What shall we do, we appliance retailers, whole- 
Salers and manufacturers? The bathroom sales- 
man has already shown us what to do. 


The Third Thought 


OHN and Mary are ambitious. Social pride is 
J ane in them. They want the best in life. 

And they will buy a $1,500 order for electrical 
equipment just as readily as they will buy a bath- 
room or a car—when we approach them with a plan 
designed for them—not just with pleas for piece- 
meal purchasing. Here is the plan: 


Let us sell not just single appliances, 

e but complete equipment. Let us prove 

the practical and personal advantages of meeting 

present conditions of cost and labor in the home, 
by doing the housework electrically. 


7 Let us show each household how the 
e mortgage money can be made to pay 
for the heavy equipment—clothes-washer, ironer, 
dish-washer, kitchen motor, refrigerator, and 
where the rate permits—a range and water-heater 
—if these are screwed fast and permanently in- 
stalled when the house is built or bought. 


3 Let us also figure for the customer 
e how to make the regular household 
budget pay for the auxiliary equipment—the 
vacuum cleaner, sewing machine, fan, toaster, 
percolator, waffle iron, heat pad and the rest,—by 
setting up an easy-payment contract and a regu- 
lar schedule of appliances, with a fixed appropria- 
tion of so much a month. 


John and Mary will do their part. They will buy 
complete electrical equipment—a $1,500 order. 
They will do it just as soon as the electrical 
industry will back this bigger vision of house- 
hold market with more courageous selling. 

Complete electrical equipment will become the 
American standard first in the new home—just as 
it was with bath rooms. Then the older homes will 
fall in line. 




















What’s Wrong with Central- 
Station Selling? 


A Call to Utility Executives and Sales Managers for Aggressive Business-Building 
Effort, Starting Now——How Progress of Whole Electrical Industry 
Depends on Local Central-Station Leadership 


“There's something wrong with 
the commercial branch of the 
power and light industry; 
what is it and what is going to 
be done to remedy it?” 


T WAS but a few hours following 
|» election as president of the 

National Electric Light Associa- 
tion that a manufacturer of electric 
appliances in a midwestern city shot 
this question at me. Having knowl- 
edge that he was conservative in 
thought, I placed a great deal of 
confidence in what he said. 

I have always had definite views 
in regard to this branch of our in- 
dustry, but following the question 
put to me by the manufacturer, I 
decided to pay it special attention 
on a trip East I planned to make, 
and during which I knew I would 
have the opportunity of meeting 
many executives of power and light 


By J. E. DAVIDSON 


President, National Electric Light Association 


companies. Of many of these I 
asked answers to definite questions, 
and from others I obtained general 
facts during routine conversation. 

That many executives of power 
and light companies had vague ideas 
or none at all in regard to the mer- 
chandising of electrical appliances, 
was really pathetic. They seemed to 
have a lack of interest, and appar- 
ently did not care whether “school 
kept or not” in the commercial field. 


Barely Half of Companies Now 
Merchandising 


I was surprised very much when I 
found out that only forty-nine per 
cent of the power and light com- 
panies are now doing an active mer- 
chandise business. This is especially 
true in the small communities, usu- 
ally serviced with electric energy by 
managing companies. 








AMES E. DAVIDSON has juse 
been elected president of tht 
National Electric Light Association. 
That makes him the official leader of 
the electric light and power industry 
this year, the man who is to sound the 
keynote of central station policy and 
guide executive thinking through the 
coming season. Here is his message 
on the most vital subject before 
electrical men today. 

“Jim” Davidson, as he is popularly 
known, is a commercial-minded man. 
He has come up from the ranks in 
public-utility operation and manage- 
ment. In Port Huron, Mich.; Mont- 
pelier, Vt.; Portland, Ore.; and now 
in Omaha, Neb., he has left a record 
as an operator and an executive, but 
before all else as a salesman and 





| In This Article— 
N.E.L.A. President Sounds Commercial 
Keynote for Electrical Industry 





a builder of public confidence and 
friendship. And wherever he has 
gone he has distinguished himself as 
an organizer and co-operator for the 
advancement of the common interests 
of electrical men. 

Mr. Davidson in this article calls 
for better selling by the central. 
station industry and a_ broader 
progratn of market development. He 
urges closer coordination hetween the 
members of the electrical family in 
every community. He points to the 
greatness of the opportunity that lies 
ahead for the electrical business man. 
What he writes here will be received 
with very careful consideration by the 
entire industry. It offers the basis 
for a revision and expansion of the 
sales program in almost every city. 














Here is a serious, and undoubtedly 
the greatest, commercial problem of 
immediate importance confronting 
the central-station industry. ' It is 
the “selling” to the executives of 
the great possibilities yet uncovered 
or untouched in the commercial field. 
Once the executives are really sold, 
it will not be a difficult task to sell 
the minimum-bill customers. 

Executives, especially those of 
managing companies should increase 
their interest in commercial activi- 
ties of our industry. If they obtain 
the proper conception, they will 
readily see that in order to increase 
their net earnings, they must first 
increase their gross earnings, and 
that increased activity in the com- 
mercial field will, without question 
of a doubt, bring increased gross. 


Salesmanagers and Men Should 
Have Encouragement 


More use of electric energy is 
being brought about without effort, 
because of the development of lamps 
and lighting equipment, washing ma- 
chine, electric refrigeration, vacuum 
cleaners, the radio, and other appli- 
ances. Radio has resulted in longer 
hours of electric light use in the 
home, and the new radio, from which 
power will be obtained from the 
socket, will also bring increased !oad. 
However, this is not enough. It is 
our duty in the fulfillment of our 
franchise obligation to acquaint the 
people with every method and mode 
of electrical use that we now have. 
We are far from the saturation point 
in washing machines, ironers, vacuum 
cleaners and other such appliances. 

Executives should encourage those 
in the commercial departments of 
their companies, especially in the 
smaller communities, to intensify 
their work and increase sales of 
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merchandise, which will not only 
bring a profit on the merchandise 
sold, but will bring greater revenue 
by increasing.the minimum domestic 
bills. 

Many have wondered why the de- 
velopment of commercial activities 
has not kept apace with engineering 
progress in the industry. The desire 
to bring about economical production 
in order to meet increased costs has 
been only a small incentive resulting 
in this situation. The engineer, be- 
cause of his natural analytical ten- 
dencies, has studied and delved 
deeper into the subject of engineer- 
ing than the commercial man has 
done in the commercial field of our 
industry. The engineers also have 
carried on more intensive research 
work. The incandescent lamp with 
its improvements over a period of 
years, which now brings a dollar’s 
worth of light which in the late 
eighties cost fourteen dollars, is an 
example of this. 

There is no reason why men in the 
commercial division cannot make as 
rapid strides as the engineers. Com- 
mercial men must delve deeper into 
their subjects; make more thorough 
studies and analysis of their work, 
and at their meetings and confer- 
ences work harder and play less. 

A good example of this was shown 
recently at a meeting of the National 
Technical Section of the N.E.L.A. 
held in Omaha. Officers of the asso- 
ciation were asked what entertain- 
ment they desired, and the answer 
was: “We don’t want entertainment 
of any kind. We came here to study 
and work.” 

And also, those interested in the 
commercial field must take into con- 
sideration the great importance of 
proper public relations and the de- 


_ velopment of public good-will in the 


carrying on of their work. 


How Appliance Selling Builds 
Good Will 


Generally speaking, people deal 
with those in whom they have con- 
fidence. To obtain efficiency in car- 
rying on our merchandise and com- 
mercial programs, we must not only 
make the people like us, but really 
have business affection for use. 

When the housewife comes to the 
door and is greeted by a merchandise 
representative of a power and light 
company, unconsciously she should 
feel that she is being met face to 
face by a friend—one in whom she 
has obsolute confidence. It is not 
the individual but the company he 


represents which she thinks about. 
If she has confidence in the com- 
pany, she will have an ear for his 
story and be influenced by what he 
says. 

Through the sale of merchandise, 
customers become more dependent 
upon the power and light company. 
That is, if the appliances are cor- 
rectly sold and properly serviced. 
Every appliance brings convenience 
into the home and eliminates house- 
hold drudgeries. The _ institution 
supplying this service efficiently and 
WITH A SMILE cannot help but 
profit in a good-will measure by each 
and every transaction. 


Off-Peak Business Done at Profit 


Also, in this way, by the sale of 
electrical merchandise to the house- 
wife, a great deal can be accom- 
plished in building up the off-peak 
load. There are many more ways, 
however, than domestic sales to build 
up this load, and this is true in the 
small communities as well as the 
large ones. 

Persons interested in the com- 
mercial field should study their load 


ELECTRICAL MERCHANDISING 5511 


curve and develop commercial busi- 
ness which will take the valley out 
of the charts. The best means at 
the present time, I believe, are com- 
mercial and domestic refrigeration, 
industrial heating, and the electric 
range. Every butcher shop, every 
grocery store, restaurants (especially 
those that keep open all night), and 
other such institutions are good 
prospects in every city. 

We must not lose sight of the 
fact that in increasing the off-peak 
load practically the only additional 
operating expense is coal cost, and 
coal is only a portion of production 
costs. Production costs are approxi- 
mately only twenty per cent of our 
total cost of delivering electric 
energy. By working our investment 
energetically during the 8,760 hours 
every year, we will bring about 
quicker “turn over.” 

The average power and light com- 
pany has a “turn over” of once in 
four or five years. If we worked our 
investment energetically and made 
the greatest use possible of our 
equipment, we could increase our 

Continued on page 5529 











James E. Davidson 


President National Electric Light Association. President 
Nebraska Power Company, Omaha, Neb. 
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Tabulation continued 








Appliance Sales per Wired Home, 
$10.88 per Year 


“Electrical Merchandising’s” Survey of the Appliance Volume Being!Moved in One 
Hundred Representative American Cities and Towns Reveals How Small Ts 
Average Electricity-User’s Annual Outlay for Electrical Merchandise 


EN dollars and eighty-eight 
[ccs per year for electrical 
appliances! 

That’s about how the average 
budget of the average American 
Family stands today in regard to the 
purchase of electrical conveniences 
and labor-saving devices,—according 
to a survey of appliance sales in 
more than one hundred representa- 
tive communities, large and small, 
just completed by Electrical Mer- 
chandising, and presented with full 
figures on these pages. 

In the larger cities, this average 
annual expenditure for electrical 
merchandise has been pushed as high 
as $14 per residence electricity cus- 
tomer per year. For small towns, 
the figure falls to $10.11 and lower. 
Again, considering the market geo- 
graphically, it is in the East and on 
the Pacific Coast that the higher fig- 
ures generally obtain, while in the 
South the ratio of appliance sales per 
customer runs as low as $6.40. But 
averaging the country as a whole, 
and taking into account communities 
from 10,000 up to several millions in 
population, the actual expenditure 
per family appears to be not far from 
$10.88—about the price of a good 
pair of shoes! 

And for comparison with this aver- 
age expenditure of $10.88 for elec- 
trical appliances, one should recall 
also that the same family’s average 
expenditure for electricity for light 
and all other uses,—runs only $25 to 
$30 per year. From these two fig- 
ures it is apparent that the Amer- 
ican public does not yet take its elec- 
trical expenditures very seriously. 


Appliance Sales in Representative 
Cities and Towns 


On the following pages are given 
the estimated year’s sales, during 
1924, for the principal electrical ap- 
pliances, in some one hundred com- 
munities, large and small, East, 
North, South and West. These cities 


and towns have been so chosen as to 
present a very representative picture 
of conditions in all parts of the coun- 
try and in communities of different 
kinds. The estimates themselves 
were prepared by electrical men in 
each community thoroughly quali- 
fied to estimate the number of the 
various kinds of appliances being sold 
by all local dealers,—including the 
central station, contractor-dealers, 
department stores, hardware stores, 
and others. In each case, several 
points of view on local situations 
were secured, and the individual esti- 
mates then averaged and reconciled 
to obtain the final figures taken for 
the tabulation. In compiling the 
tables, average retail selling prices 
for the various appliances have been 
assumed as follows: 


se a ae 
Vacuum cleaner ........ 50 
Pilectrie fan... 6 scenes 10 
Clothes washer ......... 150 
EROS CCIE oren  rse ee lt scisv de Sorta 8 
TROOEOES cae se ech hat a 6 
PG@RCOlater 2c 6cccanex cots 8 
Electric range .......... 200 
15:0) | Cie Ree pare ater ee erent 160 
Refrigerator ...66 6208s 375 


As this list of appliances totals 
up to a value of $972.00, at retail 
prices, it is apparent that, selling 


only $10.88 per customer per year, 
we are making progress at the rate 
of hardly one per cent a year. Or 
in other words, at the present rate 
of selling the _ electrical-appliance 
idea, it would take nearly one hun- 
dred years to completely equip the 
homes already on the lines of the 
electric-service companies and now 
provided with wiring and electricity 
service! 


Surprising Uniformity of Sales 
per Customer 


In studying the right-hand col- 
umns, of the tables, showing the 
value of “appliance sales per resi- 
dence customer” (which is the key 
figure, obtained by dividing the total 
merchandise sales by the number of 
local residence customers), consider- 
able uniformity will be observed for 
communities widely diversified in 
both size and location. The figures 
are also seen to run fairly closely 
together for the same parts of the 
country, indicating that despite the 
widely different conditions and per- 
sonalities contributing the data, the 
deductions as made reveal facts that 
are fundamental. 

Averaging the unit-sales figures 
for the New England states, it is 





In New England ...... $9.87 
Middle Atlantic States. 14.79 
South Atlantic States... 6.42 
East North Central.... 11.54 
West North Central.... 11.82 
East South Central..... 9.59 
West South Central.... 6.21 
Rocky Mountain States. 11.44 
Pacific Coast ......... 16.28 





How Much the Average Residence 
Electricity -User Spends for Electrical 
| Appliances per Year 


In cities above 500,000. .$14.01 
In cities 100,000 to 

GONGEO )...6cicexces: 9.01 
In cities 50,000 to 100,000 10.80 
In cities 25,000 to 50,000 11.72 
In towns under 25,000. . 10.11 


Average for all cities 
and towns reported. . .$10.88 
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All of the figures given are pure 
estimates. They could not possibly 
be anything else, since the sales of 
competing merchants have had to be 
totaled together. But in each case 
the estimates have been contributed 
by local men whom Electrical Mer- 
chandising believes well-qualified to 
indicate what is taking place in the 
local electrical selling field. It is the 
hope of the editors that these figures 
as here published will not be taken 
as definite measures of the merchan- 
dising being done in particular com- 
munities, but that local associations, 
leagues and central-station officials 
will conduct their own surveys of the 
electrical-appliances sales volume be- 
ing done in their communities. In 
this way they will get a more ac- 
curate and definite picture than is 
possible in a survey of the kind here 
attempted, where an effort has to 
be made to draw, in rough outlines 
only, the picture from all sections of 
the United States, and from com- 
munities large and small. Definite 
knowledge of local markets is needed, 
and there is no more fundamental 
information, nor figure of more vital 
value to every local electrical interest 
concerned, than a dependable index 
of the average volume of electrical 
merchandise sold per residence cus- 
tomer. 


Checking Up with Manufacturers’ 
Production Figures 


That in general our correspon- 
dents’ estimates of the number of 
appliances being sold in the various 
communities, are probably rather 
lower than the actual facts, is in- 
dicated by a comparison of the 
figures obtained from this survey, 
with some earlier figures compiled 
by Electrical Merchandising on the 
total sales of principal appliances for 
the United States as a whole. 

During 1924, it is known that the 
sales of electric washing machines 
alone totalled 600,000 units, with a 
retail value of $90,000,000. Also, 
about 1,000,000 vacuum Cleaners 
were sold, having a retail value of 
$50,000,000. In these two appliances 
alone, national sales of $140,000,000 
are therefore represented. Divide 
this total by the number of residence 
customers connected in 1924, 12,000,- 
000, and we see that the average 
residence customer must have pur- 
chased at least $11.66 of washers and 
vacuums alone, without including 
any of the other appliances. And 
since for the average community 
listed, washer and cleaner sales 
usually run from two-thirds to three- 


quarters of the total appliances vol- 
ume, then by adding one-third to 
$11.66 we can arrive at a figure of 
about $15.50 per residence customer 
as the probable top figure for the 
average of total electric-appliance 
purchases. 

The close agreement between this 
figure computed from the manufac- 
turers’ totals, and the composite esti- 
mate of several hundred local elec- 
trical men who were considering the 
value of local sales, indicates that 
though the local men _ invariably 
“estimated short,” the figures here 
given are probably within striking 
distance of the actual truth, and that 











How the 
Average American 


Family Spends 











Its Money 
Per Year 

Automobiles and 

re $420 
Women’s clothing.... 236 
. eee 100 
Pernitere .......... 87 
Men’s clothing ...... 85 | 
Theatres and movies. 60 | 
CO eer rere 50 | 
Phonographs (prior to | 

DE NAR 48 
Jewelty ............ 42 | 
Radio (1925) ....... 25 | 
Electricity for Home | 

Ms eh Ge oer, 30 | 


| Electrical Appliances. 10.88 

















actual sales probably lie somewhere 
between the two sets of figures. 

From the survey as made of mer- 
chandising conditions in the one- 
hundred-odd cities and towns re- 
ported on, several conclusions are to 
be drawn: 


Some Conclusions from 
the Survey 


1. The very small amount of the 
outlay for electrical labor-saving and 
convenience appliances, that is made 
by the average electricity user, 
despite the educational and sales 
effort that have been directed at the 
American public over many years. 
Compared with average family ex- 
penditures in other directions, the 
figure for electrical appliances seems 
absurdly small. 

2. The possibility of increasing 
average sales through speeding up 
the sales of the newer major appli- 
ances such as the electric refriger- 
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ator, the electric range and the elec- 
tric dish-washer. Sales of ironing 
machines seem also subject to pos- 
sible increase by selling washers to a 
higher percentage of electric-washer 
users. 

3. The present greater sales of 
appliances to residence customers in 
the very large cities, despite the 
large apartment-house population 
represented. It is in these larger 
cities that probably the most inten- 
sive publicity and educational work 
has been done on the local public, 
and this is reflected in the higher 
sales per customer. Evidently “ad- 
vertising pays.” 


“Residence Kw.-Hr. Index” and 
“Appliance Index” 


4. The need for study of figures 
on the average monthly electricity 
consumption by residence customers 
in local communities,—as an index 
to the appliance-selling job that has 
been done there in the past and as 
a guide to the future appliance 
market in those communities. For 
the United States, the average resi- 
dence customer uses from 300 to 350 
kw.-hr. per year. In cities where 
intensive electrical development has 
been pushed, this rises to 500 kw.-hr. 
per year. Certain communities 
where ranges are widely used, aver- 
age 850 kw.-hr. per year and figures 
from individual completely-equipped 
electrical homes show energy con- 
sumption running from 4,000 to 
4,500 kw.-hr. per year. This “resi- 
dence kw.-hr. index” therefore be- 
comes a definite yardstick for meas- 
uring appliance saturation. 

5. The need for “appliance-sales- 
per-customer” figures (as here com- 
piled) for every community, as a guide 
and index to local appliance selling 
and commercial effort. Such figures 
should be compiled yearly by the 
central-station organization, or by 
the local electrical league or dealers’ 
association. The information gath- 
ered should cover appliance sales by 
all local outlets,—central-station elec- 
tric shop, dealers’ stores, house-to- 
house specialty selling organizations, 
department stores, hardware stores, 
and any others who carry electrical 
goods as sidelines. Comparison of 
such figures with those for other 
similar communities, affords the only 
kind of indication of the character 
of the electrical selling job being 
done locally. Electrical Merchandis- 
ing offers its facilities and pages for 
the interchange of “appliance in- 
dexes” of this kind, as a means for 
the comparison of local results. 







































































The Chicago Commonwealth Edison Com- 
pany has been using three ‘‘wagons” tor 
house-to-house selling. These have been 
specializing on fixtures and kitchen-light 


unit. 


units, and two more trucks will be added 


for the fall. There is a crew of ten to 
fifteen men and a captain in each selling 
3efore the crews arrive on the scene, 


boys are sent from house to house distribut- 
ing circulars. Then each man has a street 
assigned to him and in this way the whole 
district is covered. 





Selling Fixtures House-to-House 


Refixturing Campaign of the Commonwealth Edison Company, Chicago, 
Employs Wagon Crews Who Call on Householders with 
Complete Line of Home-Lighting Equipment 


OR a number of years the 
Commonwealth Edison Com- 
pany of Chicago has been sell- 
ing electrical appliances by means 
of wagon crews and canvassers who 
take the goods right to the cus- 
tomer’s back door, ring the bell, and 
negotiate the sale there at the home 
where the merchandise is to be used. 
This method of selling has been 
expanded from 


are moved annually by these house- 
tce-house salesmen. 

Electric heating appliances and 
motor-driven labor-saving devices 
were the first goods sold by this 
method. Later came portable lamps. 
Then, a year or so ago, when “kit- 
chen-light” units began to attract 
the attention of the electrical trade, 
these utilitarian kitchen units were 


also successfully sold in Chicago by 
special wagon crews. And now these 
kitchen-light wagon crews have 
taken over a complete line of electric- 
lighting fixtures as shown in the ac- 
companying illustrations. 
House-to-house selling of decora- 
tive lighting fixtures has been pro- 
ceeding on an experimental basis 
since the early summer. Three 
“wagons” have 
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Dining Rocen Fixture with 2 convenient electrical outlet for attaching your 
92 


toaster or percolator, etc. The cord “ in” under the tassel hanging 
center of fixture and fy ta Beautiful $ 
Eee en rronnin oem 


Lighting Fixtures That 
Decorate the Home 




















Bracket 
to match living 
or dining room 
pendants. Bedroom 
Flush iling li dainty 
$5 cash glass shades. Ivory cme fin- 
ish touched with blue and $ 00 


rose. Deep crystal pen- — 
dant. Complete, $7 cash. dows 


| ErEcrnic SHOPS 
72 West Adams Street 


A small interest charge is added to fixtures bought on the 
deferred payment plan. 
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The house-to-house campaign of the Com- 
monwealth Edison Company is backed up 
by newspaper advertising, in addition to the 
circularizing done by boys. Circulars are 
distributed door to door on the day pre- 
ceding the salesman’s call. 





are prospects for “refixturing,” 
it is believed—despite the fact 
that eighty per cent of Chicagoans 
live in apartments. Indeed, apart- 
ment-house dwellers have proved 
good prospects for lighting-fixture 
sales, according to the Chicago 
sales crews. Many apartment-house 
tenants are dissatisfied with the 
unattractive fixtures supplied by 
the landlord and are willing to spend 
their own money on lighting equip- 
ment that meets their fancy, taking 
down their old fixtures and having 
these stored until they move to an- 
other apartment. Another and very 
desirable class of fixture prospects 
is made up of couples who own a 
small house or bungalow. These peo- 
ple are usually home-staying folk, 
who regard their home as their prime 
interest, and are willing to spend 








money to “have everything just 
right.” To all of these prospects the 
possibility of buying attractive light- 
ing fixtures on “easy payments” 
makes a _ special appeal, and the 
majority of the sales of fixtures are 
made on the installment basis. 


How the Crews Work 


On the day before the sales crew 
is due to reach a given street or 
territory, boys are sent over ‘the 
route from house to house, to stick 
circulars in the apartment dwellers’ 
mail boxes. These advance notices 
outline the terms of the fixture offer 
and serve to pave the way for the 
calls of the salesmen next day. Dur- 
ing June and July, a special ten-per- 
cent discount was offered fixture pur- 
chasers, and this inducement was 
made the subject of the circulars dis- 
tributed during those months. 

Next morning, when the wagon 
crew reaches the territory to be 
worked, the captain in charge as- 
signs to each salesman a street or 
block to which that salesman must 
confine his efforts. As soon as the 
salesman has thoroughly covered the 
territory given him, he must return 
to the captain for a fresh assign- 
ment. In this way there is no con- 
flict or overlapping of sales work, and 
every block and street is reached. 
Each salesman carries a sample fix- 
ture in his hand, and uses this to 
demonstrate his sales talk, aided by 
the illustrated booklet showing the 
other fixtures that make up the line. 


Salesmen Paid on Commission 
Basis 


The salesmen are paid a commis- 
sion of 12 per cent on their sales, 
plus an additional “bonus” which 
varies with the length of time 
the man has been with the company. 
For the first three months this bonus 
is 10 per cent of the man’s earnings; 
after six months it increases to 11 
per cent, and at the end of one year 
it becomes 12 per cent. The net 
total commissions of these fixture 
salesmen therefore runs from 13.2 
per cent to 13.44 per cent. Bonuses 
are paid quarterly up to the first 
year. After that, the man who has 
been one year with the company gets 
his bonus check every two weeks,— 
a day or two after his commission 
check. Thus if he has earned $109 
as his 12 per cent commission, he will 
get, a few days later, a check for $12 
bonus. 

3y putting a premium on con- 
tinued service in this way, turnover 
among the salesmen is discouraged, 
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but such turnover is of course very 
large. The average salesman can 
make for himself $75 a week selling 
fixtures with a wagon crew. The 
man who fails to make $50 a week 
in commissions usually leaves the 
work of his own accord. 

The captains are paid a salary, 
and a commission on all sales made 
by their respective wagon crews. 
These captains average earnings of 
from $3,000 to $5,000 a year. 

Morning is found to be the best 
time to sell fixtures as well as other 
appliances. Out of eight sales made 
during the day, six will come before 
the lunch hour. The crews make a 
point of getting on the job early and 
are ringing back door bells by nine 
o'clock. In certain territories, ex- 
perience has shown that best re- 
sponse is obtained by ringing back- 
door bells during the morning hours, 
when the housewife is in her kitchen, 

















~ Home Lighting 


FIXTURES 


Entirely New Line Sold On 
Time Payments 








New fixture See These 
for your living Attractive 
room. Fixtures Today | 


Improve your Fixtures are 






aan finished in 
these Gold and Ivory 
beautiful Brown and Ivory 
fixtures. and Polychrome 
| 
$321 © \ 
Down Yr Dining Room 
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Our wagon will call and show our new line of 
house fixtures without obligation on your part. 
We also have a big display of these fine house 
fixtures in our new fixture room. Come to 
Room 1022 Edison Bldg. and see them. If 
you are unable to get down town, call 
Randolph 1280, Local 285 or 286 and we 
will be glad to send our wagon to your home. 


COMMONWEALTH 
EDISON COMPANY 


72 West Adams Street 




















This advertisement emphasizes the ease 
with which new fixtures can be acquired ; 
the small down payment is prominently 
shown and the total price is not mentioned. 








5518 


but going to the front door in the 
afternoon when milady is in the front 
part of her home. 


Evening Street-Corner Demon- 
strations 


To attract neighborhood attention 
to these fixture offers, the trucks are 
also being used for street-corner 
demonstrations on pleasant evenings. 
Partition boxes have been built, each 
section wide enough to hold a fixture. 
These demonstrating boxes are set 
up on the side of the truck, and the 
lamps in the fixtures are lighted with 
energy taken from the truck’s bat- 
teries. The lighted fixtures at the 
side of the curb, never fail to attract 
attention. Passersby stop and look 
at the -various designs and are 
handed circulars telling of the offers. 
Many good leads have been obtained 
in this way, ready for follow-up by 
the salesmen next day. 

Oliver R. Hogue, in charge of sales 
crews for the Commonwealth Edison 
Company, believes that this method 
of selling regular lighting fixtures 
by house-to-house solicitation, offers 
an opportunity as great as that 
which has been demonstrated by the 
kitchen-light unit,—sales of which 
have run to large numbers in all 
parts of the country. The fixture 
selling work in Chicago so far has 
been largely preparatory to the ac- 


tive effort which will be applied this 
fall. 





511 Fixtures Sold in 
30 Days Campaign 


As an aid in winning first place 
in the Doherty lamp sales contest, 
The Bartlesville, (Okla.), Gas and 
Electric Company enjoyed during 
April an intensive campaign on resi- 
dence type fixtures. The results ob- 
tained were highly successful; 511 
fixtures were sold in the month’s 
campaign. This report is taken from 
an account of the campaign by T. C. 
Brill, new business manager of the 
Bartlesville Company. 

“For the past two years, Bartles- 
ville has had very little building in 
the residence section and the fixtures 
sold, as outlined at the bottom of this 
report, were sold almost entirely to 
people already using electric service. 
In many instances they replaced 
drop cords and in other places they 
replaced obsolete types of fixtures. 

We sacrificed considerable profit 
on the sale of these fixtures. I 
believe it is the policy of most elec- 
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Part of the direct-mail campaign which 
makes the Commonwealth Edison Com- 
pany’s refixturing campaign so _ effective. 








Vol. 34, No. 3 














attached to the back cover is a return 
mailing card. 





trical contractors and fixture dealers 
to sell their fixtures at approximately 
double their cost, this, of course, to 
include installation and Mazda lamps 





Why Not Have 
NEW ELECTRIC 
LIGHTING 
FIXTURES? 


You buy a new car every two or three 
years— 


You renew the furniture in your 
home at certain intervals— 


You repaper your home on an 
average of once every two years— 


You probably paint your house once 
every four years— 


Then Why Not Keep Your 
| Electric Lighting Fixtures 
Up-to-Date Also? 











This selling message on a 
started the Bartlesville 
paign with a bang. 


“broadside” 
refixturing cam- 


in some cases. When we priced the 
fixtures used in this campaign, we 
priced them so that the company 
would net approximately 15 per cent. 
While many dealers would not agree 
that this is a good policy, we have 
taken the attitude that the large vol- 
ume with quick turn-over is more 
profitable in the long run in cam- 
paigns of this character. We might 
have made a greater per cent but it 
is very doubtful if we could have 
sold as many fixtures. 

Another point which was a great 
aid in selling these fixtures was the 
fact that we granted to our cus- 
tomers a twelve month payment plan. 

The campaign was officially started 
by the aid of a broadside sent to 
every industrial and domestic con- 
sumer in Bartlesville showing the 
price, terms, etc. 

In order to keep the standard of 
illumination up among our domestic 
customers, we used a fifty-watt mill 
type lamp in both frosted and flame- 
tinted finishes with every fixture 
sold. 

The total number of fixtures sold. 
during April, are as follows: 110, 
5 Light; 76, 4 Light; 51, 3 Light; 
64, 2 Light; 81, Single light; 46, 
Brackets; 37, Porch Balls; 46, 
Kitchen Units. 











September, 1925 


BLECTRICAL 


MERCHANDISING 





5519 





L) 





,§ F225. 




















(OP 








COM'L PAPER 
NET AMOUNT 


WITHOUT DEFALCATION FOR VALUE RECEIVED. 
CREDIT THE DRAWER. 
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This dealer takes a straight note like the 
above on a washing machine sale. These 


days. 
at his local bank, and if payments are not 


Wasser endorses and discounts them 


notes are reduced and renewed every sixty met, the note goes to protest with quick 


action as a result. The customer settles 
more quickly with the local bank than with 
a corporation, is Mr. Wasser’s belief. 





Financing Appliance Sales with 
Sixty-Day Notes 


Thomas R. Wasser, Allentown, Pa., Indorses the 
Customer’s Note and Discounts It at the Bank 


By RAY V. SUTLIFFE 


OR over a year Thomas R. 
} Wasser, dealer in stoves, wash- 

ing machines and other house- 
hold appliances, has eliminated the 
contract purchase form of payment, 
and with it, the increased list price 
for time payment and the details of 
handling mortgage paper. He ac- 
complishes this by using his credit 
at the local bank, his membership in 
the local credit association, his knowl- 
edge of character and the straight 
form of promissory note. Nothing 
startling in this, to be sure, but the 
details of the application of these 
simple factors account for his en- 
thusiastic indorsement of this financ- 
ing plan. 

Wasser buys washers by the car 
load. Allentown is a mill city of 
85,000 population.. His prospective 
customers are, as a rule, steady and 
reliable. Some of them are fairly 
well-to-do but many, as is often the 
case, live from one week to the next. 

Before the inception and opera- 
tion of the note method of payment 
plan, Charles A. Linker, Sales Man- 
ager for the Wasser Stores, had very 
often observed a decided hesitancy 
on the part of the prospect when the 
subjects of down payment, yearly 
contract, signing of the lease form 





with its finely printed conditions and 
monthly payments were mentioned. 
Getting the contract signed “slowed 
down” the closing of the sale, yet the 
majority of these people were good 
for the cost of the appliance and able 
to pay for it on the time basis. 

“Tell you what let’s do,” said Mr. 
Linker to such a hesitating prospect, 
one day last June. ‘Pay down what 
you can now and we'll take your 
note for the balance. Pay it up when 
you can. Do your best to save 
against the sixty-day payment period 
and renewal of your note. Pay off 
as much as possible and we’ll see 
that you get a new note for the 
balance.” 


Advantages of Note-Selling 


This suggestion appeared to smite 
the nail on the right end. The Dime 
Savings and Trust Company agreed 
to handle this kind of paper—bear- 
ing the indorsement, of course, of 
the dealer. The purchaser is urged 
to make his payments and renew his 
notes in Mr. Wasser’s store. For 
this purpose a card file is kept of all 
outstanding notes. The purchaser 
is notified a few days in advance of 
the due date. 

Wasser says 


“It works’’—and 


names these advantages for the com- 
mercial paper as against the “lease” 
forms: 

Easier to close the order—less 
formality. 

No small type provisos to frighten 
the wary. 

Less than six per cent carrying 
charge. 

No increase in list price. 

Customer pays legal six per cent, 
and as the principal is constantly 
diminishing, total interest charge on 
a $140 list price amounts to less than 
43 per cent or $6.30. Frequently the 
customer pays in full at expiration 
of third or fourth note. 

Will meet a bank obligation where 
they would let a lease contract slide. 

If payments are not met, note can 
go to protest with better chances for 
quick action and legal redress—in 
other words, better security. 

Bank forces payment and dealer 
retains good-will. 

Dealer gets his entire payment at 
time of sale. Does not have to pay 
finance company a profit or wait 
until last payment is made for his 
full share. 

Customer pays after sixty days. 
Not bothered by frequent and some- 
times annoying duns. 

“Approximately 70 per cent of our 
business is handled in this highly 
satisfactory and businesslike man- 
ner,” Mr. Wasser told a representa- 
tive of Electrical Merchandising. 
“We have yet to lose a dollar or make 
good our indorsement on a note.” 
Mr. Wasser is a car load buyer and 
in a position, therefore, to know 
whereof he speaks. 








“My Idea Is This—” 


The Sage and Arbiter of Electrical New York Continues 
His Pungent Comment on Day-to-Day Business Problems 


By Charles L. Eidlitz 


Chairman of the New York Electrical Board of Trade 


27. P. T. Barnum had nothing on them 








Whenever a group of 
Electrical Contractors 
get together you hear 
the same old cry, “The 
business has been ruined 
and there’s nothing in 
it.” I can distinctly 
recollect these claims 
being made in 1890— 
and in every year from 
that date on—yet the 
fact is that it has always 
been a_ good _ business 
and nearly every one in 
it has made not only a 
good living (frequently 
a better one than they 
really were entitled to) but they have put away some- 
thing ranging all the way from a few thousand to a 
competency. 

The man who confines his activities to contracting 
seldom loses, but many contractors have essayed into 
other fields and their losses can be traced directly to 
these outside activities, or at least to the fact that 
they have devoted time and energy to them which 
would better have been used in their contracting work. 


THE BUSINESS 
HAS BEEN 
SPOILED 














28. Sad! Sure, but it’s a fact! 

Suppose that you had a desire to go into the manu- 
facturing of electrical appliances. It matters not of 
which kind or type, but simply to illustrate let us use 
the flatiron. You spend your money in developing 
something that you feel is good and that can be mar- 
keted. You now go into production, get out your leaf- 
lets and other advertising matter and think that now 
you are really ready. Of course, before you arrive at 
this point you’ve had all sorts of heart breaks, dis- 
appointments and unexpected expenses and set-backs, 
but your real one is coming to you right now. 
Naturally you visit your nearest jobber, one from whom 
possibly you yourself have been buying regularly and 
you proudly display your iron and the counter and 
window display material expecting that he will be 
greatly interested. 

But I can tell you now what he said to you. “Bill 
you’ve got a good article and the price is right and 
your advertising material is snappy, but you see it’s 
this way. I buy my irons from the so and so manufac- 
turing company. I have an agency or distributing 
agreement with them covering all their products and, 
of course, I could not afford to jeopardize that arrange- 
ment by taking on any of your material, ete.” 

Of course, you feel that one jobber or dealer doesn’t 


matter much with your wonderful product, but when 
you get this same story with variations at every turn, 
you begin to wonder what’s wrong. There’s nothing 
wrong, it’s the condition that exists in the business 
and a man with a new product hasn’t a ghost of a 
show through regular or recognized channels. So then 
you hunt up a department store or a hardware dealer 
and make them a proposition to take a good sized lot 
at a price lower than you intended to market at. Per- 
haps they accept and you feel you’re started though 
you have a little misgiving about it all when you see 
your article for sale at less than they paid for it. 

Now Bill, you surely are in wrong with the trade. 
The holler can be heard from New York to San Fran- 
cisco and you are now definitely an outlaw manufac- 
turer whose material is looked upon as something that 
should not be touched by a reputable Electrical man. 

There are only two things you can do Bill. Either 
keep on with your policy which you have established 
or go broke, and there is really no choice for the result 
will be just about the same unless something unusual 
happens to give you a better break. 





29. Three Rs—Running round in rings 


There are only twenty-four hours in any one day. 
We are supposed to work eight hours, sleep eight 
hours and have eight hours for recreation and rest. 
Now it seems to me that too many electrical contrac- 
tors are spending the eight hours allowed for work 
in grouching about what the jobber or the manufac- 
turer is doing to spoil the contracting business. That 
means that they must reduce their sleeping hours 
or their hours of recreation because they must do 
some work, and having used much of that particular 
eight for grouching they are unable to do any real 
work during that period. By cutting down on sleep 
or recreation it makes them nervous and jumpy and so 
they build up on their grouching time until every 
minute that they are 
awake is spent nursing 
the grouch. Why not 
spend this time on at- 
tending to the upbuild- 
ing of your own business 
and let the jobber and 
manufacturer tend to 
theirs. 

The contractor as a 
rule overestimates the 
value of his business to 
the average jobber, for 
from what I have seen 
it is not usually the 
principal part of the 

















5520 








September, 1925 


jobber’s business. Why not forget it, and go to work, 
get your own business through salesmanship, close 
attention and service. 

It has been my experience that the man with plenty 
of pep and energy gets there and when he does he has 
no time for grouching about the jobber. 





30. Why put money into losing jobs? 


I am being continuously asked by contractors, “How 
can so and so bid the way he does and make money 
out of it?” 

The answer is perfectly simple. I have investigated 
these conditions for nearly two years. I have seen many 
records of jobs before and after they were finished, and 
so, I repeat, the answer is perfectly simple. They don’t! 

These contractors would have been better off without 
those jobs. They make money on certain non-competi- 
tive or percentage work, and then put it back into the 
losing jobs. There is no royal road to making money 
in the contracting business. You must get cost of 
material, plus cost of labor, plus overhead, plus a profit. 

There’s no other answer and the results of the last 
ten years prove it to me conclusively. It’s reflected 
absolutely in the financial condition of the electrical 
contractor today. The man who insists on getting all 
four of the items mentioned is the only man who has 
made anything. 

It is, of course, true that work frequently is taken 
at foolishly low prices on the theory or with the hope 
that the extra work will make a profit. Sometimes this 
actually works out and more often it does not. I have 
examined case after case and you can take it from me 
that it’s not as rosy as it may look to you. Of course, 
the man who does this, bluffs that he knows what he 
is doing, but if you were back of the scenery as I have 
been, you would realize just what’s what. 





31. The truest false statement ever made 


Some years ago I put in a bid of $126,000 for a job. 
My total cost was $110,000 and I thought that I wanted 
the sixteen for profit to start with. The bids were opened 
and I was told that while I was not the lowest bidder 
that I was not very far out and that the job would 
be awarded to me. A few days later they informed me 
that a certain concern that had not been asked to 
figure originally had horned in on the proposition and 
that his bid would have to be considered when it 
came in. 

The next thing I heard was that the belated estimate 
was in and that the price was $94,000. Of course, he 
got the job. The next day I met him and said to him 
“What in heaven’s name 
are you trying to do! 
Don’t you know you 
can’t make a cent out 
of that job at your 
price?” “Well,” he re- 
plied, and he was in dead 
earnest, “you can’t 
make money out of any 
job unless you get it 
first and that’s what I 
was trying to do.” This 
happened fifteen years 
ago and he’s still trying 
and his credit is just as 
good and no better. 
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32. Another one on that knocking stuff 


If I could let one contractor each day sit in my present 
job and hear what goes on in the business I believe 
that I would cure many of the existing evils. They 
would certainly realize that the man who goes out of 
his way to knock.his competitor really is knocking 
himself. 

Every one respects the man who tries honestly to sell 
his services, that’s what he’s in business for, but if 
finding or believing at least that he is not succeeding he 
starts in to black-eye the man or concern that he thinks 
he is up against. Now it very frequently happens that 
the prospective buyer never heard of the particular 
concern that he is attacking, have no bid from him, 
or having it were giving 





him no_ consideration { ; ie rns, 
whatever until their | | al : 
attention was directed 4 Pes 
to him by the knocking Te ati we \ “ 
competitor. ' 


If you say a good / 
word for your competi- v 
tor you automatically 
increase your own stand- 
ing and you never can 
hurt your own _ pros- 
pects by following this 
idea. Once a week at 
least the statement is 
made to me by an owner, 
architect or general contractor—“I don’t like Jones, 
he’s too busy telling me how irresponsible Smith is,” 
and then I have to explain that Jones is all right, that 
it’s simply an unfortunate little way he has, ete. 














33. If he calls, lay them down face up 

Wouldn’t it be perfectly wonderful if when questioned 
as to your prices on extra work you could throw your 
original estimate right down on a man’s desk and say, 
“I’m charging you exactly what I figured for my con- 
tract work and I’m adding exactly the same percentage 
of profit.” This could be done if men would adopt a 
unit of estimating which included their operating busi- 
ness expense per foot or per piece, and then if you 
were asked for a credit this rule would also hold good 
except that you would be entitled to credit the unit as 
flat without the profit percentage. 

When contractors realize how this would make for 
confidence all round and adopt this plan we would hear 
very few statements that the business has gone to the 
bow-wows. 


34. Drew an absolute blank 


I was loaded for bear after I put out that story of 
43.3 per cent on productive labor and fixed the reason- 
able salaries of the contractors for them. I expected 
that one man after another would challenge my state- 
ment, and I had all the proof ready to shoot right 
back at him. But what happened? Why, just nothing. 

No one came back at me, no one took exception to my 
figures or my fixing. In discussing it with some con- 
tractors the other day I asked them why no one 
challenged me. Several replied, “Because most of them 
don’t know enough about their own business to take a 
chance in an argument.” I don’t believe that is the 
answer, but if any one has an idea that silent contempt 
will accomplish anything they are surely barking up 
the wrong tree in this instance. 











Electrical Dealers Who are Making Money and Why—2 1 


A Business of $110,000 in a 
Town of 26,000 


Balanced Business Program of Outside Selling and Inside Merchandis- 
ing Makes Sales, Turnover and Profits for Broyles of Marion, Ind. 


ance sales in this issue yearly 

average sales are shown as $10.88 
per wired home. Here is the story 
of a dealer who is selling twice that 
or about $20, per wired home in his 
town. F. O. Broyles is the dealer 
and in Marion, Indiana, a town 
of 26,000 population he sold last 
year approximately $99,000 worth 
of appliances and electrical mer- 
chandise. 

In addition he did $11,000 in con- 
tracts, a total of $110,000. 

Two thirds of this total business 
is in washers and vacuum cleaners. 

The specialty selling of major ap- 
pliances, the most important part of 
the business, is for the most part 
carried on by persistent direct sales 
effort that does not depend on peri- 
odical campaigns but proceeds steadily 
throughout the year to turn pros- 
pects into orders. 

The steady volume of profitable 


|: THE survey of electric appli- 


appliance sales is due to a force of 
regular salesmen, well trained and 
well paid. These men have most of 
them been with Mr. Broyles since 
the time that he specialized in farm 
lighting plants. 


Started as a Farm Lighting 
Plant Dealer 


The Broyles business dates back to 
1919 when it was entirely a farm 
lighting plant selling organization. 
Electrical appliances were added to 
produce additional sales and when 
demand for farm lighting plants de- 
clined Mr. Broyles turned his sales 
effort to washers and vacuum clean- 
ers. A full line of appliances and 
electrical merchandise was a natural 
development and contracting was 
added as a customer service. Since 
1922 the business has been sub- 
stantially as it is now. 

Salesmen well chosen and trained 
have been a vital part in building 














throughout the year 
them thoroughly 


collections 








Broyles’ Business Makes Money Because— 


He sells persistently and steadily 
He picks good salesmen and trains 


He uses premiums to secure prompt He keeps his name before the local 








He buys his stock for variety and 
good selection 


He keeps his stock cleaned: up by 
special sales 








public | 
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this prosperous business. 
washers and cleaners, says Mr. 
Broyles, comes down to getting and 
keeping salesmen. Not every man 
can sell these appliances. It takes a 
first class salesman who knows the 
merchandise and who not only has 
been trained in direct selling but in 
direct selling of this particular kind. 
The door to door peddler type does 
not succeed because he cannot think 
in terms of a $150 sale.” 


“Selling 


Salesman Must Have Assurance 
of Income 


“More important still the man who 
engages in this work must be as- 
sured of an income. My salesmen 
make up to $90 a week and they 
can give their best efforts to their 
work because they know they are 
going to make this month, next 
month and all the year round, an 
income well above the average.” 

These salesmen work chiefly from 
good leads and for getting a succes- 
sion of leads which practically makes 
every washer and cleaner sold sell 
another, Mr. Broyles has a very in- 
teresting plan. This plan which in- 
volves a premium not only produces 
good leads but reduces collection 
effort and promotes other sales. 

When a washer is sold the cus- 
tomer receives as a receipt for the 
first payment a form which entitles 
her to a five light fixture free when 
she has paid promptly, when due, 
the first $50. With a cleaner a three 
light fixture is given when $25 is 
paid promptly as due. 

The customer, it is stipulated, must 
come to the store to get the fixture 
and a reasonable charge is made for 
hanging. 

It has been found that the fixture 
makes an unusually attractive pre- 
mium. The prospect is interested by 
the offer of a lighting fixture. She 
hadn’t thought of it before but a 
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new lighting fixture will make an 
improvement in the appearance of 
the living room or dining room. The 
premium fixture appeals to the pros- 
pect and helps close the sale, helps 
keep collections prompt and has 
proven profitable to Mr. Broyles in 
another way as it has in many cases 
created demand for more fixtures. 
Installed in the living or dining room 
the new fixture has shown up the 
obsolete character of the fixtures in 
adjoining rooms and has been a sales 
producing missionary for better 
lighting. 


Twice a Year Clearance Sales 


The use of fixtures as premiums 
is characteristic of Broyles’ methods. 
He regards fixtures as merchandise 
and sells them as_ merchandise. 
Twice a year he has a price reduc- 
tion, stock clearance sale. During 
these sales, all lighting equipment 
including fixtures, portable and floor 
lamps are reduced twenty-five per 
cent from regular prices and all heat- 
ing appliances are reduced twenty 
per cent on the average. 

Well advertised these sales are 
real merchandising events in Marion. 
Hundreds of new customers are 
brought into the store, look around 
and get acquainted. With the in- 
ducement which a reduced price al- 
ways holds out many fixture sales 
are made for replacement of old 
fixtures. Many lamps are sold, sales 
are made that start the lamp buying 
habit. Many women learn to come 
in and shop at Broyles just as they 
shop in their favorite department 
store. 
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An attractive store interior and a wide 
frontage of display window space on the 
main street, kept clean, well-lighted and 


attractively dressed, are the two big ele- 
ments that hold Broyles’ store sales at 
profitable levels. 





“I know,” said Mr. Broyles, “that 
a good many electrical men do not 
look favorably on the special sale 
idea. But as I see it, there is only one 
way to stimulate business in the dull 
months and to keep stock down 
where I can get the turnover neces- 
sary to a profit. And that is by 
offering the public such a value that 
they will come in and take the mer- 
chandise off my shelves. 

“Last January we had more table 
and floor lamps left from our Christ- 
mas selling than we wanted to carry. 
I cut the price twenty-five per cent 
and sold out the complete stock. By 
keeping the increase in volume which 
this sale gave me in a dull month I 
made an extra profit. Store expense 
keeps right on in dull months. The 
overhead is fixed and if I increase 
sales even at a reduced margin | in- 








ANDELIER 95.09 pas 
» when’ ee Oo cis 
net ; , SWEF! Deore 

ntract: ow- BEACH put © 
jiLTY* ~epive . 
o tae? ade ger wis Lae unis “ 
or ses : < 


Brig 


ficave- 


~t.OF" 











BROYLES 


ELECTRIC COMPANY Leemmiam Certivicate ‘ 


MARION, IND. 












We agree to give 


BDKKSSSEX_ 


are made promptly according to contract, 










Receipt for down payment of $ 








A FIVE LIGHT CHANDELIER 


As a Premium with this WASHER, when $50.00 has been puid on it, providing payments 


In return for this gift we expect the customer to get us a prospect for a HAMILTON-BEACH SWEEPER or SAVAG 
ELECTRIC WASHER. It is not absolutely necessary that you furnish a prospect to get this premium, but to secure fixtu 
payments must be made when due. Customer agrees to call for fixture at our Marion store. Bring this Certificate. 


Salesman 


192 


Ec 
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is hereby acknowledged. 


BROYLES ELECTRIC CO. 
















Fixtures are used as premiums, with the 
result that collections are made promptly, 
and new prospects added. And the premium 





fixture, once installed, itself becomes a 
missionary for better lighting and new 
fixtures in the customer’s home. 










crease my profits which is most 
desirable 

“People watch for these sales. At 
the lamp sales one of the first cus- 
tomers in the store was a woman 
who had bought $280 worth of fix- 
tures at a fixture sale last fall. 


Keeping Before the Public 


“We find it pays to keep, all the 
time, ourselves and our merchan- 
dise before the public. We trade 
in second hand washers in part 
payment for new ones. We get 
a lot of these trade-ins and have 
space in a back room set aside where 
we display them. We put the traded- 
in washer in good condition, repaint 
and sell at a profit. However, some 
of the washers we take in are hand 
power taken in at a small allowance 
to get them out of the way. 

We had five of these hand power 
washers and we advertised that the 
first five women who were in our 
store the next morning would be 
given a hand power washer free. 

“When our porter came to unlock 
the store at 7 a.m. there were twenty 
women waiting. We had a small 
mob by 8.30 and five women got the 
hand power washers. We showed 
second hand machines to some of the 
others and ultimately traced some 
sales to this stunt. Our chief object 
was to get talked about and adver- 
tised at the expense of the old 
washers. 

“We do a considerable amount of - 
advertising although we spend only 
about $150 a month for it. But that 
amount of money will buy a lot of 
advertising space in a small town. 
We use the cover of the telephone 
directory and a page in the leading 
theatre programs as well as regular 
newspaper space.” 











How Central Station Executives Are 


Enlisting All Employees in 


Sales Drive 


Results of Three Campaigns Where Operating 
and Office Forces Helped Sales to High Record 


By E. L. HINCHLIFF 


New Business and Merchandising Manager, Lake 
Superior District Power Company, Ashland, Wise. 


HE use of operating and office 
employees in campaign-selling 


puts to work a_ tremendous 
merchandising force latent in the 
average central station organization. 

By mobilizing this force we 
placed 178 washers in six weeks this 
spring on the lines of our company. 

In spite of an adverse industrial 
situation we had determined upon 
a washer campaign this spring and 
a quota of 175 washers set. We 
operate in eight towns the largest of 
which has a population of 18,000. 
In these eight towns we have a total 
of 11,000 connected meters. 

Due to the industrial situation we 
had been operating for some time 
with a considerably reduced force of 
salesmen, having for use in the cam- 
paign only six men engaged in sell- 
ing washing machines. Realizing 
that it would be impossible to even 
approach the quota set with this 
small force of salesmen we decided 
to enlist the co-operation of all the 
employees of the other departments 
in the organization. 


Lack of Precedent and Time 
Presented Difficulties 


As we had never before attempted 
to interest the operating employees 
of the company in the promotion of 
merchandise sales, and as the time 
at our disposal was limited, we were 
faced with a difficult problem. 

Meetings were held in each de- 
partment of the organization in all 
our towns and the matter put 
squarely up to the employees. They 
were told that they were expected to 
give the same co-operation in the 
washing machine campaign that 
they had given in campaigns for 


the sale of stock for the company. 

Literature descriptive of the 
washer was placed in each em- 
ployee’s hands and he was instructed 
in the talking points of the machine. 

A bonus of three dollars was of- 
fered for each prospect turned in 
by an employee which was closed 
during the campaign. 

An attempt was made to particu- 
larly interest the local superintend- 
ents and a spirit of rivalry was 
created between them over the re- 
sults of the campaign in their 
respective districts. 

A general sales meeting attended 
by the entire merchandising organi- 
zation and all superintendents was 
held a few days prior to the begin- 
ning of the campaign. This meeting 
was addressed by a_ well-known 














IGH spots in the Lake 
Superior District Power 
Company’s washer campaign 
which enlisted the selling co- 
operation of operating and 
office employees: 


184 washers sold in six 
weeks. 

106 of these sold by the 
regular salesmen. 

78 by eleven operating and 
office employees. 

14 washers sold by one op- 
erating employee. 

118 prospects turned in by 
twenty-six non-commercial 
employees. 

One meter reader located 
twelve prospects in one day, 
eight of which were sold 
washers, 
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outside speaker on merchandising 
subjects and by speakers from our 
own and the washer manufacturer’s 
organization. A banquet was a 
feature of the meeting. 

The campaign was scheduled to 
run from April 15 to May 29 and a 
quota of one hundred and seventy- 
five machines was set. This quota 
was distributed between the various 
towns on the basis of the number of 
meters connected. 

Each salesman’s quota was set at 
twenty machines and the salesmen 
were offered a bonus of one dollar 
and a half ($1.50) per machine for 
exceeding their quota. In addition, 
first, second, and third prizes of 
thirty-five dollars, twenty-five dollars 
and fifteen dollars, respectively, were 
hung up for the three highest in- 
dividual records. 


Received $7.50 Commission for 
Each Washer Sold 


In the smaller towns where we 
have no regular salesmen the em- 
ployes were offered a commission of 
seven dollars and a half ($7.50) for 
each machine sold. In these towns 
the local superintendents were also 
given a bonus of two dollars and a 
half ($2.50) per machine for all the 
machines sold in their district. 

The “Special Offer” was adver- 
tised extensively by various meth- 
ods. An attractive broadside was 
mailed to each customer so as to 
reach his hands the opening day of 
the campaign. A complete layout of 
newspaper advertisements was made 
for each town and sent to the local 
newspaper before the beginning of 
the campaign. Felt skull caps, bear- 
ing in front the name of the washer 





mre 


— ae eC 


\; 


l- 





September, 1925 


and in the back “Built like a battle- 
ship,” were distributed to the boys 
of each community. The boys were 
asked to bring in the name of a 
washing machine prospect in return 
for the cap. Circular letters with 
return card, copies of which are at- 
tached, were mailed to all prospects 
shortly after the opening of the 
campaign, while hand bills were dis- 
tributed at the end of the first three 
weeks to renew the interest. Cards 
and banners were hung on all street 
cars and company trucks, and movie 
slides announcing the campaign 
were run in all theaters. 

The “‘Special Terms” offered dur- 
ing this special drive were a down 
payment of five dollars and the bal- 
ance at the rate of ten dollars per 
month. As a special inducement a 
twelve-dollar waffle iron was given 
with each washer sold. This is in 
line with our policy of using current 
consuming devices as premiums 
whenever possible. A free demon- 
stration was also one of the adver- 
tised inducements. 

Particular attention was paid to 
attractive window displays in each 
store. These displays were changed 
frequently and an effort was made 
to put real selling punch into them. 
Attractive floor displays were ar- 
ranged in each store and an attempt 
was made to interest everyone enter- 
ing the store. 


Many Sales Due to Canvass 
of Telephone Directory 


The value of the telephone as an 
aid in the selling of electrical house- 
hold appliances was amply demon- 
strated in this campaign. The 
entire telephone directory in each 
town was systematically canvassed 
and as a direct result of this tele- 
phone canvass fifty sales were made. 
A considerable number of ironers, 
vacuum cleaners, and other appli- 
ances were sold as a result of leads 
obtained over the telephone. In one 
town alone, telephone work was 
responsible for twenty-one sales. 

Weekly “Pep” letters were mailed 
to all members of the sales organi- 
zation and to the local superintend- 
ents. These letters showed the 
progress of the campaign from week 
to week and also listed the standings 
of the various salesmen. 

At intervals ‘‘Washograms” were 
mailed to each salesman and super- 
intendent. The “Washograms” were 
useful in spurring individual sales- 
men on to greater effort. 

A resale man from the washer 
manufacturer was on the property 








How They Boosted the 
Campaign Along 


A newspaper campaign 
was put on offering “special 
terms.” 


Frequently-changed win- 
dow displays were arranged, 
and particular attention paid 
to the store lay-out. 


The telephone directory 
was thoroughly and _sys- 
tematically canvassed. 


Weekly “Pep Letters” were 
sent to all members of the 
sales organization. 

“Washograms” were 
mailed out to the sales force. 

A resale man from the 
washer manufacturer was in 


the field to help close the 
hard ones. 























throughout the campaign and was 
sent from town to town, as occa- 
sion required, to bolster up enthu- 
siasm and help to close the “hard 
ones.” 

A total of one hundred and 
eighty-four machines were sold dur- 
ing the campaign, of which one 
hundred and six were sold by the six 
regular salesmen and seventy-eight 
by other employees. The latter fig- 
ure represents the sales actually 
closed by employees and not the 
prospects turned in. 

The greatest number of sales 
turned in by any employee not con- 
nected with the merchandising 


When the Lake Superior District Power 
Company of Ashland, Wisc., put on a 
washer sales campaign, it co-ordinated for 
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department was fourteen. Only 
eleven employees outside of the 
regular salesmen, turned in actual 
sales; and twenty-six employees 
turned in a total of one hundred 
and eighteen prospects. When 
results like these are secured by 
interesting only a small percentage 
of the operating employees, one can 
easily see the tremendous latent 
merchandising force present in the 
average central station organiza- 
tion. 

The chief difficulty in enlisting 
the co-operation of employees of the 
operating department lies in the 
timidity which they feel toward 
selling appliances and which is 
caused principally by lack of knowl- 
edge of the appliances which we 
have to sell. Educational work 
among employees, such as meter- 
men, linemen, service men, and office 
employees on the uses of electrical 
appliances will do much to secure 
their co-operation in the sale of 
these devices. 

An essential part of any effort to 
increase the sale of merchandise by 
operating employees is the rate of 
compensation to be allowed. Unless 
this is large enough to offer the 
proper inducement the _ results 
obtained will be meager. To merely 
take the stand that it is the em- 
ployee’s duty to sell merchandise for 
no other compensation than their 
regular salary will not produce any 
results worth mentioning. 

The total of one hundred and 
eighty four machines sold, based on 
11,000. residential meters, repre- 
sents the sale of one machine to 
every fifty-nine consumers. 





the purpose its advertising, store and 
window displays, ete. The photo above 
shows how the windows helped. 
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The city of Mellen led all other 
towns on the property by selling one 
machine to every twenty-two con- 
sumers. In the case of Mellen all 
the machines were sold by one em- 
ployee, the local superintendent. 

One other outstanding feature of 
the campaign was the success made 
by one meter-reader in obtaining 
prospects. On one Monday he made 
it a point to stop and talk to every 
housewife whom he found laboring 
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over the washboard. He, in one 
day, succeeded in interesting twelve 
women, eight of whom purchased 
machines. In two cases he obtained 
the consent of the weary housewife 
to send out a Federal to complete 
the job. This meter-man found 
that where he stopped to speak 
a few moments to each housewife 
that the time required to complete 
reading each route was, on the aver- 
age, increased twenty-five per cent. 





Non-Commercial Employees Used by Doherty 


Lamp Contest Winner 


By T. C. BRILL 


New Business Manager Bartlesville Gas and Electric Company, Bartlesville, Okla. 


In the recent lamp sales contest 
among the properties of the H. L. 
Doherty Company, the first prize 
went to T. C. Brill, New Business 
Manager, Bartlesville Gas and Elec- 
tric Company, Bartlesville, Okla- 
homa. Mr. Briil achieved lamp sales 
of $10,289.53 to 4,016 customers— 
an average of 571.05 watts per cus- 
tomer. 

Of the many interesting methods 
employed to boost sales to this high 
level, none is more suggestive than 
the use of non-commercial em- 
ployees. 


NE of the most important 
() and helpful wattage builders 

in the contest was the won- 
derful co-operation by department 
heads and employees in their re- 
spective departments. 

Sometime during the latter part 
of February at a meeting of the 
Doherty Men’s Fraternity the lamp 
contest was explained by our gen- 
eral manager, Mr. Wynne. At that 
time, Mr. Wynne asked each em- 
ployee to do his very best in order 
to help Bartlesville win. 

After Mr. Wynne had learned 
that we had advanced from sixth 
place to third place, he requested 
the president of the Fraternity to 
call another meeting. At this meet- 
ing he expressed his appreciation 
and in a _ thirty-minute address 
explained to everyone the honor it 
would mean to Bartlesville if we 
should win the contest. 

These meetings accomplished 
wonderful results. The employees 
talked the contest to their friends 
and among themselves. To stimu- 
late matters and make it worth 
while to employees in other depart- 
ments than those in the New Busi- 
ness Department, it was decided to 
offer two prizes to the man or 


woman selling the greatest amount 
of wattage in'lamps. This contest 
was started Thursday, April 23. 
The prizes were, first, an order for 
$10 worth of groceries; second, the 
largest ham in Bartlesville. The 
work some of the employees did dur- 
ing the remaining few days of the 
contest was almost unbelievable. It 
seemed for a time that everyone in 
the organization was bound to win 
first prize. However, when the 
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smoke of battle had cleared away, 
figures showed that H. P. Crawford, 
bookkeeper and credit man, was 
ahead with 36,340 watts with a 
value of $241.44. Second high man 
was Lee Davis, Meter Reader, with 
14,760 watts with a value of $88.05. 
Other high men are as follows: 


Name Position Wattage Dollars 

C. E. Wallace..... Gas pipe fitter.. 7,970 $44.45 
C. B. Reed....... Leakage man... 6,960 35.58 
Frank Johnson.... Gas pipe fitter.. 5,575 32.49 
Mr. Howarth..... Leakage man... 2,375 13.41 
Dan Davis. .....: Leakage man... 3,000 Legal 
Jack O’Brien...... Pressure man... 1,225 8.54 
As stated before, we do not be- 


lieve any one idea in the whole 
contest has helped us so much as 
the wonderful co-operation extended 
to us by every member of the Com- 
pany, not only in lamp sales, but the 
manner in which they discussed the 
contest among themselves and the 
way they talked about it to custom- 
ers outside of the Company. 

The total wattage sold by em- 
ployees is as follows: 88,395 watts 
or $484.34 in actual sales. 

We should not neglect to say that 
the sales made by employees was 
done entirely before or after work- 
ing hours. To our knowledge not a 
minute’s time was taken by anyone 
from their regular line of work. 





Operating and Office Force Sold 923 Electric 


Cookers in Nebraska Campaign 


spring under the direction of the 

women’s division of the Nebraska 
Power Company, Omaha, the oper- 
ating and office employees sold 923 
electric cookers against 753 sold by 
the regular sales force in the three 
stores of the company. All em- 


I: A campaign conducted this 








| How They Helped Sell 
| Lamps and Cookers 

The Bartlesville Gas and 
_ Electric Company, Bartles- 
| ville, Oklahoma, secured the 
_ co-operation of its non-com- 
| mercial employees and as a 
result sold lamps_ worth 
| $10,289.53 to 4,016 customers 
| —and this was done entirely 
outside of regular working 
hours. 

The office and operating 
employees of the Nebraska 
Power Company, of Omaha, 
sold 923 electric cookers for 
the company against 753 sold 
by the regular sales force. 























ployees were paid $1 commission on 
each cooker and the competitive 
spirit was also invokéd to increase 
sales, every one of the thirteen divi- 
sions under a team captain striving 
for first place. 


Janitor Sold Fifty Cookers 


First place was won by Frank 
Gillett, janitor of the electric build- 
ing, who led with the highest indi- 
vidual number of cookers sold by 
distributing fifty among his friends. 

The following tabulation shows 
the number of cookers sold in each 
one of the thirteen divisions: 


First Floor 33 
Second Floor 235 
Third Floor 95 
Fourth Floor 117 
Fifth Floor 114 
Plant 236 
North Omaha Substation 
Benson Substation 27 
Central Substation 

Service Building 66 
Electric Shop 684 
Leavenworth Shop 48 
South Omaha Shop 21 


—_—— 


Grand Total 1676 Sold 





DY 


ws 
ch 


Sold 





Another Letter, ‘‘Taking You into Partnership,’’ from the 
Man Who Built Up a Million-Dollar Appliance Business 


Rolling Stocks Gather No Moss 


Looking at Turnover from a Different Angle—Figuring 
Anticipated Profits and Carrying Charges 


DEAR PARTNER: 

“Rolling stones gather no moss” 
was formerly an expression of re- 
proach, applied in the cases of those 
restless individuals who frequently 
changed their locations or occupa- 
tions. Paraphrasing the term in 
merchandising parlance, we may 
well say that rolling stocks gather 
no moss—a consummation devoutly 
to be desired by the merchant. 
Moss, in this instance, consists of 
the inevitable “carrying charges” 
that attach themselves to every piece 
of merchandise in our stocks. Large 
stocks mean large losses. Turnover 
is just another way of spelling 
safety. 

To the average merchant this 
matter of carrying charges seems so 
intangible that it is not accorded 
the importance it deserves. So much 
has been said and so much has been 
written on the subject of stock turn- 
over in the past few years, that we 
are all likely to believe we are fully 
posted on the subject and are mer- 
chandising with the necessary pre- 
caution to assure ourselves of a safe 
turnover. But such is not the case, 
except in a few rare, yes, exceed- 
ingly rare, instances. 


It Pays to Departmentize 


What is a proper turnover in the 
electrical appliance business? Let 
us analyze a stock briefly. And by 
the way, it would prove a mighty 
good investment for every electrical 
merchant to at least partially 
departmentize his business. I can- 
not emphasize too strongly the value 
to be derived from it. ‘You’d be 
surprised.” 

For the purpose of our example 
we will assume this is a business 
handling a diversified stock, consist- 
Ing of: 

(1) Large Motor-Driven Appli- 
ances, such as washers, cleaners, 
lroners, dish washers, refrigerators; 
_ (2) Smaller Appliances, such as 
Irons, heaters, fans, hollow ware, 


(3) Portable Lamps; 

(4) Incandescent Lamps; 

(5) Fixtures; 

(6) Wiring Supplies; 

(7) Radio. 

Fortunately for our purpose, Elec- 
trical Merchandising is, with the 
next issues, publishing the results of 
its country-wide survey of the retail 
electrical trade, and from the figures 
as they appear we can find out what 
other electrical merchants all over 
the country are doing in this matter 
of turnover. This will form the 
basis of our turnover quota, inas- 
much as this survey presents the 
only authoritative figures in exist- 
ence covering all the established 
outlets in the retail appliance field. 


Setting Quotas for Turnover 


We will set a quota that is possible 
of attainment but at the same time 
one that is practical. We will set 





























| ‘jae 
| Turnover Quotas on | 
Electrical Merchandise | 
From the practical experi- | 
ence of S. J. Ryan, the man 
who has sold $1,000,000 of 
| electrical merchandise a year | 
| profitably. 
| Turns | 
Per Year 
arr 12 
| I as 49-4555 bao 086% 12 | 
BC Terre 6 
Dishwashers ............ 6 
| Refrigerators ........... 12 
FF RP rrr Terre 12 
| Hollow ware ............ 4 
| Portable lamps .......... 6 
SE oad viracdceneniae ee 4 
| Wiring supplies ......... 8 
errr 12 
| Small motors ............ 6 
| Turns Per 
Season 
CN ert rere 4 
| RTT ee ee eee 6 














a quota that is higher than the aver- 
age, of course, but one that in every 
single instance is being exceeded by 
some retailers today. 

Larger appliances: washers, twelve 
turns a year; cleaners, twelve turns 
a year; ironers, six turns a year; 
dish washers, the same; refriger- 
ators—well almost any thing, be- 
cause we are only going to carry a 
sample on the floor this year. 

Irons—a_ staple—twelve turns a 
year; heaters and fans—highly sea- 
sonable items—must be handled 
with extreme caution so as not to 
have too many leftovers. On these 
we will figure our turnover on a 
seasonal basis rather than an annual 
one, and for heaters we will say 
four turns a season and for fans 
six turns a season. Hollow ware, 
four turns a year; portable lamps— 
in all but the largest outlets—six 
times a year at least; fixtures, four 
turns; wiring supplies, eight turns; 
radio, never over a month’s supply; 
motors, six turns (should be twice 
that when we consider the dis- 
counts); miscellaneous stock, four 
turns. 


“It Can Be Done,” for 
Others Are Doing It 


Easier said than done? Without 
a doubt, but it can be done because 
it is being done. Certainly you will 
never do it if you think it can’t be 
done, but there are other chaps in 
the business today who know it can 
be done because they are doing it. 
I do not mean the above is neces- 
sarily the record of any single oper- 
ation, but rather a composite picture 
of what the better merchants are 
doing, and that is exactly what we 
want for the purpose of setting 
quotas isn’t it? Quotas are a means 
of stimulating effort and it is a sure 
thing we will never attain a goal 
unless we go after it. 

Have you any figures showing 
what you are doing, just in this mat- 
ter of turnover alone? If not, don’t 
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you wish you did, so you could com- 
pare your efforts with others’ results 
and don’t you think it would be a 
mighty big help to you in your mer- 
chandising if you started in right 
now to keep some simple records? 


Turnover for the Business 
As a Whole 


Let us further assume this par- 
ticular store is doing a business of 
$300,000 annually. If we worked 
on the quota basis outlined above, 
we would probably secure about six 
turns a year for the stock as a whole 
—provided the business was well-ba!- 
anced between the various depart- 
ments. That means we would have 
an average retail stock of $50,000. 
Now we will say we make a net 
profit of five per cent on retail sales. 
Let me add, once more, this is not 
a theoretical operation—these fig- 
ures are taken from actual experi- 
ences of merchants in_ business 
today. 


ELECTRICAL MERCHANDISING 


Now what happens when we don’t 
secure our turnover quota on an 
item? If we made five per cent on 
sales and turned our stock six times, 
we made thirty per cent on our re- 
tail stock investment didn’t we? 
That’s two and one-half per cent a 
month on every retail dollar invested 
in stock. That is, therefore, the 
average earning of every retail stock 
dollar and, accordingly, we have a 
right to place that quota of earning 
power on every retail dollar we in- 
vest in stock. Certainly five per 
cent is not an excessive profit in 
return for all the risk and effort 
involved, but I would much rather 
make five per cent on each sale and 
get six turns a year, than make ten 
per cent and only get three turns, 
because I would be surer of retain- 
ing my profit. 

For the purposes of our illustra- 
tion, let us say we place in stock 
certain merchandise with a retail 
valuation of one hundred dollars. 
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Our anticipated profit is five per 
cent, based on six turns a year. In 
other words, that merchandise must 
be sold within two months to make 
its profit quota. But we will say it 
isn’t. So we charge against it, as 
anticipated profit, two and one-half 
per cent a month and the accom- 
panying table shows what happens. 

Antici- 

pated N 


et 
Profit Profit Actual Result, 
Charge, on Sales, Per Cent 


Per Cent Per Cent Profit Loss 
One month........ 23 5 73 ; 
Two months....... 5 2 
Three months...... 74 5 2} 
Four months....... 10 5 Even 
Five months....... 123 > 24 
Six months........ 15 5 5 
Seven months...... 173 5 74 
Right months...... 20 5 10 
Nine months....... 224 > 12} 
Ten months....... 25 5 15 
Eleven months..,.. 27} > 173 
Twelve months..... 30 5 me 20 


And this table is based on the as- 
sumption that when we do sell it 
we will be able to get the original 
price, carrying with it the five per 
cent net profit, whereas in actual 
practice it is more than likely we 
will have to reduce it in order to 
dispose of it, and we will have that 
reduction to charge against the 
operation «3 well as the loss of 
anticipated profit. 


Figures Are Useful in 
Knowing Profits 


Now all of the above is “figure 
merchandising” without a doubt, but 
show me the successful merchant 
who does not put figures to work for 
him. You can’t merchandise suc- 
cessfully “by guess and by gosh” 
nowadays, and every electrical mer- 
chant worthy of the name should be 
able to calculate his anticipated 
profits. 








Ilow Often Your Electrical 


Stock Should Turn 


The quotas for turnover here given have been 
compiled from Fectrical Merchandising’s country- 
The 
figures shown are both possible of attainment and 
practical. They are, of course, higher than the 
average store’s stock turn, but they are, to the 
editors’ knowledge, in every instance being ex- 


wide survey of electrical retail outlets. 


ceeded by some retailers today. 
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Merchandise Stockturns in Other Lines 


Turnover of Various Stocks 
in Seven Department Stores Located in Various Sections 


of the Country 
*Computed by dividing the annual net retail sales by the AVERAGE RETAIL stock. 





Store A 


B , D E F G 





China (incl. Glassware) 
Furniture (incl. Floor-coverings) 
Gloves (Men’s and Women’s) 
Hats—Men’s 
Hats—Women’s 1 
Hosiery (Men’s and Women’s) 
House Furnishings (Small Wares) 
Jewelry 
Lamps 
Luggage 
Men’s Clothing 
Men’s Furnishings 
Notions 
Pianos (Phonographs, Records, etc.) 
Radio 
Shoes (Men’s and Women’s) 
Sporting Goods 
Toilet Articles (incl. Drugs) 
Women’s Clothing 
Yard Goods 

Store Totals 


Averages for all merchandise carried. 
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Here’s another way of figuring it. 
Among the various items that enter 
into the total cost of doing business 
is that of carrying charges, refer- 
ence to which we made in our open- 
ing paragraphs. These are the 
charges accumulating against an 
article of merchandise which would 
not exist were the merchandise not 
in stock. They form an appreciable 
portion of the total cost of doing 
business, but they are individual in 
their nature. I am referring to such 
items as interest on capital invested, 
insurance and taxes on stock, ware- 
housing charges, and other charges 
of a like nature. It follows as a 
matter of logic that the quicker a 
piece of merchandise is sold after 
purchase and the oftener a stock is 
turned, the smaller are such accrued 
charges. 

It has been pretty definitely deter- 
mined, in other lines of retailing, 
that such charges will average close 
to 24 per cent a month for each 
dollar of retail stock carried. Now 
these charges are all a part of the 
cost of doing business of course, and 
are covered by your gross margin, 
but it can be clearly seen that, inas- 
much as they compound themselves 
each month on each individual piece 
of merchandise, they soon eat up any 
possible profit and an article carried 
in stock as long as a year, or even 
six months, is usually sold at an 
actual loss unless it bears an unusu- 
ally high mark-up. If our total vol- 


ume consisted of just one such item, 
such a loss would be apparent but as 
it consists of a multiplicity of items, 
the actual loss on the individual item 
is not apparent. 

However it is there, on slow-mov- 
ing merchandise, and the electrical 
merchant will do well to calculate 
this factor of actual loss attaching 
to low turnover before he purchases 
too large a quantity in order to se- 
cure an additional discount and thus 
render impossible that great factor 
of safety, rapid turnover. 

Time is undoubtedly one of the 
most important elements entering 
into any commercial transaction and 
as you know 

Tempus fugit! 

S. J. RYAN. 





“What’s Wrong with 
Central-Station Selling” 
(Continued from page 5511) 


gross so that we would earn a dollar 
a year on three dollar investment 
instead of a dollar on a four or five 
dollar investment. 

Analytic study by commercial men 
and increased interest on the part 
of operating executives will do the 
job. 

Immediate steps should be taken 
by the fifty-one per cent of the 
power and light companies who do 
not now merchandise electrical ap- 
pliances to install electric shops and 
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obtain new business in other ways, 
in other to bring increased kilowatt 
hour sales. 

Every power and light company 
should have an efficient sales organ- 
ization; an advertising department 
directed by some one who has made 
a study of advertising, and should 
obtain the advice and ability of a 
person who knows how to properly 
and forcefully decorate and trim dis- 
play windows. This does not mean 
that the window trimmer must be 
on the full-time payroll, but there 
is someone in every community who 
has had experience in window trim- 
ming whose services can be obtained 
for part time. 

In connection with the sales orgaii- 
ization, a home economics depart- 
ment should be operated. In this 
way, women customers can be shown 
the best ways and means of getting 
one hundred per cent efficiency from 
the appliances they purchase. 


Central Station Should Co-operate 
With All Dealers 


Since it is impossible to bring 
such a situation about where the 
central station is the sole electrical 
merchandiser in each community, 
commercial men of power and light 
companies should work in close co- 
operation with all agencies who sell 
electrical merchandise. This can be 
done by close association in local 
electrical organizations; by furnish- 
ing aid and advice in the arranging 
of window displays; by frequent con- 
ferences to discuss proper merchan- 
dise and merchandising methods; by 
co-operative advertising. 

Working together in this way, it 
is inevitable that more sales of elec- 
trical appliances will be made, and 
that the purchaser will receive a 
higher grade of service. 

A check should be made of every 
house being built and owners and 
contractors induced to install neces- 
sary outlets for future electric ap- 
pliances and usages. For example, 
many homes are being erected today 
without proper outlets to accomodate 
electric refrigeration. Steps should 
be taken immediately to remedy this. 

We now have more than a financial 
interest in furnishing the people of 
America with electric service. Elec- 
tricity has become so entwined in 
our everyday lives that we now have 
a moral obligation, that is, to give 
the people of this country every 
chance to take advantage of every 
opportunity afforded by the many 
uses of the great servant of man— 
Electricity. 
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To Help You Buy—A Review 


This editorial section is prepared purely as a news service, to keep readers 
of “Electrical Merchandising” informed of new products on the market. 














Dishwasher and Sink 
Electrical Merchandising, September, 1925 


Incorporated right in a standard size 
porcelain-enamel sink is the No. 10 
dishwasher of the Walker Dishwasher 
Corporation, Syracuse, N. Y. When not 
in use, the neat, flat cover of the dish- 
washer becomes a_ drainboard. The 
sink is 42 in. long, 22 in. deep and ad- 
justable to 36 in. high. The dishwasher 
is made to operate from the ordinary 
lighting circuit. Its intended retail 
price, including all fixtures except 
faucets and trap is $215. Faucet with 
soap dish and trap can also be secured 
from the Walker Company. The swing 
spout faucet with soap dish is listed at 
$10.40 and the trap at $1.50. 





Radiant Heater 
Electrical Merchandising, September, 1925 
A black crystal-flake finish, 


similar 
to that used on popular radio loud- 
speakers, is employed in the new “Ev’ry- 
day” radiant heater of the Marion Elec- 
tric Corporation, Marion, Ind. The 
heater is equipped with a hand-wound 


Chromel heating element of the remov- 
able screw-base type. It stands 15 in. 
high, is 124 in. in diameter, and has 


swivel base and swivel! connection, per- 
mitting tilting to a desired angle. The 
heater has a rating of 110 volts, 650 
watts. Intended retail price, $4.95. 





Small Electric Fountain 
Electrical Merchandising, September, 1925 


Both health and beauty are served 
by the electric fountain, for it is decora- 
tive and at the same time acts as a 
humidifier in the home, office, club or 
hotel. The fountain pictured is 134-in. 
high and is surmounted by the symbolic 
statuette “Life.” The 14-in. iridescent 
glass bow] in which it sets is furnished 
in a variety of colors and there is a 
9-in. spray ring with twenty-one sprays. 
The 5-in.-high glass dome covers the 
mechanism and is lighted internally by 
two electric light bulbs, the reflection 
of which, while the humidifier is in 
operation, illuminates the water and 
colored glass bowl giving the appear- 
ance of innumerable crystals. The 
motor is universal in type, operating 
from the ordinary lighting circuit. The 
bowl requires no water inlet or outlet 
as the same water is used over and 
over. John Fink Company, Inc., 104 
Lexington Avenue, New York City. 
Intended retail price, $75. 



































Electric Fireplace Grate 
Electrical Merchandising, September, 1925 


At the first snap of the switch, the 
“Glo-Hot” grate of the Colonial Fire- 
place Company, 4603 Roosevelt Road, 
Chicago, is made to simulate the flicker 
of live coals. At the second snap of 
the switch, heat is radiated from the 
heat unit concealed under the hood of 
the grate. The grate pictured is known 
as No. GH 251, Old English type, with 
polished steel finish. Approximate re- 
tail price, $75. 


- 
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Electric Range 
Electrical Merchandising, September, 1925 


Designed specially as a popular seller 
in electric range campaigns is the new 
Model 1054 range of the Standard Elec- 
tric Stove Company, Toledo, Ohio. It 
has four full-size, 8-in. hotplates of 
the open type, each 1000 to 1500 watts, 
(optional wattage) with Nichrome ele- 
ments. The oven has two burners of 
Standard type construtcion, each 1500 
watts (optional), the upper burner be- 
ing a broiler. The switches are three- 
heat, of the latest reciprocating type. 
The range occupies a floor space of 43 
in. by 24 in. and is finished in egg-shell 
black japan with white porcelain door 
panel and nickel-plated trim. The 
switch caps are nickel-silver. Can be 
retailed with wiring and equipment to 
serve it for less than $100. 





























Therapeutic Lamp 
Electrical Merchandising, September, 1925 


For therapeutic use, S. W. Farber, 
Inc., 141 South Fifth Street, Brooklyn, 
N. Y., has brought out a new “Adjusto- 
Ray” lamp which is made with or with- 
out clamp. No. 17, the model illustrated, 
has two adjustable joints and is fitted 
with clamp so that the lamp may be 
conveniently placed in any position de- 
sired. The aluminum shade has a diam- 
eter of 77 in. A 260-watt lamp is used. 
The intended retail price of No. 17 is 
$10 while No. 15, without clamp, is 
listed at $7. 






































September, 1925 


ELECTRICAL MERCHANDISING 


5531 





of New Merchandise 


It should be noted that all announcements appearing on these pages are 
published without advertising considerations of any kind whatsoever. 


Latest Developments 
Gathered by the Editors 
































Glass Switch Plates 


Electrical Merchandising, September, 1925 


W. Skinner & Son, Inc., Hammonton, 
N. J., is manufacturing cut plate glass 
switch plates that are made for all 
types of switches,—standard push but- 
ton, round toggle, square tumbler switch 
and service plates in any number of 
gangs. The standard colors are gold 
and white although other tints may be 
obtained. Prices range from 85c. to $9, 
while types range from one-gang to 
six-gang plates, with satin finished bevel 
edge, polished bevel edge or polished 
bevel edge with floral mitre cutting on 
back. Hand painted type, per gang, $1.50. 


Electric Cigar Lighter 
Electrical Merchandising, September, 1925 


“Remoliter” is the name of the new 
electric cigar lighter for table or desk 
use announced by the Remo Corpora- 
tion, Meriden, Conn. It operates from 
the ordinary lighting circuit, 110 volts, 
a.c. or d.c. The heating units are re- 
newable. The lighter is made of cast 
metal in oxidized silver finish. Its 
height is 44 in. Intended retail price, $5. 











Radiant Heater 


Electrical Merchandising, September, 1925 


Another new “Hotpoint” product that 
has recently made its appearance is a 
new “Hedlite” heater that is intended 
to retail for $5. It is 14 in. in height 
and weighs 4 lb. It has an 11-in. pol- 
ished copper-finished reflector, adjust- 
able through a wide angle, fitted with 
a removable wire guard. The base is 
finished in black japan. The heater is 
equipped with the same permanently- 
attached unit as used on the A31 heater, 
announced last year. It is furnished in 
100, 110, 120, 200, 220 and 240 volts. 
The Edison Electric Appliance Company, 
5600 West Taylor Street, Chicago, is 
also announcing reduced prices on its 
other ‘‘Hedlite’” heaters. The new 
prices, for the various models, are $14, 
$8.50, $7.50, and $5.75. 























Electric Cigar Lighter 
Electrical Merchandising, September, 1925 


_ Not merely a cigarette or cigar lighter 
is the new device announced by Man- 
ning, Bowman & Company, Meriden, 
Conn., for it is also made to light a pipe 
or tobacco in any form. It is made with 
small coils of fine wire held vertically 
Suspended in a “Pyroplax’” base cov- 
ered with nickel-plated brass shell. One 
side of the shell is open and the other 
side is perforated so that when the oper- 
ating switch is pressed, and the cigar or 
Pipe applied, heated air is drawn to the 
tobacco which is then lighted. Its in- 
tended retail price is $5. 




















Ironing Machine 
Electrical Merchandising, September, 1925 


To reduce the movements of the op- 
erator to a minimum, the new “York” 
ironer of the Lehman & York Machine 
Company, 1026 South Adams Street, 
Peoria, Ill., is designed with one lever 
control which not only causes the shoe 
to open, but also frees the roll with- 
out any further action being necessary. 
It is made in both gas or electrically- 
heated models and in bench or leg 
types, but in one size only—30 in. The 
power plant is a unit in itself and by 
removing one nut, can be stripped from 
the machine. It is equipped with ball 
bearings and therefore, the company 
points out, requires no oiling. The ma- 
chine is made with an open throat, 8 in. 
in depth, enabling the operator to 
easily iron circular’ pieces, blouses, 
skirts, etc. Intended retail price, gas- 
heated model, $130; electrically-heated 
model, $140. 


Al 

Table Stove 

Electrical Merchandising, September, 1925 

The Fitzgerald Manufacturing Com- 
pany, Torrington, Conn., is bringing out 
a new table stove teat is handy in size 
and new in design. It is made to toast, 
boil and fry and on it can be performed 
all operations afforded by the usual 
table stove. Nickel finish. Intended 
retail price $5.95. 
































Marine-Type Porch Light 


Electrical Merchandising, September, 1925 


For use in the seaside bungalow or 
summer cottage or any other place 
where an extra heavy rust-proof elec- 
tric lamp is desired, the National Marine 
Lamp Company, Forestville, Conn., is 
offering a typical marine lamp that is 
both attractive and substantial. The 
body of the light is equipped with 
marine lens and the bottom is a frosted 
bowl shaped glass, permitting the light 
to be thrown in all directions. It may 
be had with finishes of galvanized iron, 
polished brass or gun metal with glass 
of ruby, green, blue or white. The bot- 
tom unscrews for renewing bulb. The 
total height of the lamp is 94-in. with 
a diameter of 34-in. Intended retail 
price, about $8.50. 











Toy Electric Range 


Llectrical Merchandising, September, 1925 


Even from infancy prospective house- 
wives may be taught the value of elec- 
trical service in the home, for here is 
a toy electric stove that will delight the 
heart of any young miss. It is made by 
the Sanitax Electric Company, 143 Bast 
Twenty-third Street, New York City. 
This little range operates on the ordi- 
nary lighting circuit and has two sep 
arate switches for range top and oven 
It measures 10 in. by 6 in. by 10 in 
and is finished in white enamel with 
blue trim. Three solid copper pots, zine 
lined, are included in the equipment 
Intended list price, $12.50. 
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Electric Heater with 
Curved Element 
Electrical Merchandising, September, 1925 


All the coils of the heating element 
of the new heater of the Anderson Pitt 
Corporation, Kansas City, Mo., face the 
copper reflector, thus utilizing and dif- 
fusing all the heat generated. This new 
element is curved to conform to the 
curve of the reflector and the coils are 
placed only on the back of the core. The 
heat rays, the manufacturer explains, 
are thereby concentrated or “focused” 
to the greatest practicable intensity, 
much as the light rays are focused for 

reater efficiency in an automobile head- 
ight. The back of the reflector does not 
become hot and the heater can be moved 
about with comfort while in use. The 
heater operates on 110 volts, 660 watts 
and is also furnished for 220 volts 
when specified. The reflector is 14 in. 
in diameter and the heater stands 18 in. 
overall. Intended retail price, $9.50. 


Therapeutic Lamp 
Electrical Merchandising, September, 1925 


Many unique features are incorpor- 
ated in the new ‘“‘Edmanlite”’ therapeu- 
tic lamp designed by Walter S. Ed- 
munds, 25 Pearl Street, Boston, Mass. 
The reflector, as shown by the illustra- 
tion, is of special design to diffuse the 
heat over a large area, and the three 
120-watt heating units are also spe- 
cially made rich in infra-red rays. Three 
degrees of heat may be obtained—120, 
240 or 360 watts. The handle is fitted 
with a trigger switch and is adjustable 
Pia desired angle. Intended price, 
q v. 





























Washing Machine 
Electrical Merchandising, September, 1925 


The washing action in the ‘White 
Lily Ace” washer of the Brammer Man- 
ufacturing Company, Davenport, Iowa, 
is furnished by a four-bladed aluminum 
dasher 14 in. in diameter. Each blade 
presents 12 sq. in. of surface to the 
water and oscillates in each direction 
50 times per minute, thus presenting 
4800 sq. in. of dasher surface to the 
clothes and water, the manufacturer ex- 
plains. This machine can be converted 
into a power drive by removing three 
bolts, reversing one gear casing and 
placing the bolts back in position, the 
entire operation taking about ten min- 
utes. The washer has copper tub and 
12-in. aluminum wringer. Its frame is 
finished in baked white enamel while 
the wringer frame is finished in bronze 
to match the copper tub. <A _ folding 
rinse tub bench is bolted to the machine 
but may be easily removed if not 
desired, 

















Automatic Electric Towel 
Electrical Merchandising, September, 1925 


The Y. M. C. A., hotels, Turkish baths 
and other public wash rooms will prove 
likely prospects for the new electric 
towel of the Shelton:Electric Company, 
Long Island City, N. By merely 
pressing the foot lever a large volume 
of hot air is released from the arm of 
the drier, drying the face and hands 
quickly and in a sanitary manner. In- 
tended price, No. 350 drier, $135. 

















Electric Chimes for 
Christmas Tree 


Electrical Merchandising, September, 1925 


Another device for Christmas selling 
is that pictured, electric chimes for the 
Christmas tree. It is made by the Key- 
del Company, 2120 Mt. Elliott Avenue, 
Detroit, Mich. The entire structure is 
8 in. high and is made of glistening 
nickeled metal. Six angels support three 
differently tuned bells while above is a 
small revolving Christmas tree light that 
twinkles brilliantly. The chimes can be 
used with any Christmas tree set by 
unscrewing one light and attaching 
chimes. Intended retail price, about $1.50. 








Dining Room Fixture with 
Convenience Outlet 


Electrical Merchandising, September, 1925 


A new dining room dome for which 
suspensions with a convenience outlet 
are available, has been announced by 
the Consolidate Lamp & Glass Company, 
Coraopolis, Pa. The dome is 16% in. in 
diameter, 94 in. deep, with 6-in. fitter, 
for 100-150-200-watt Mazda C lamp. The 
dome is available in four decorations, 
all of which are illustrated in a new 
catalog, No. 47. 














Washing Machine 
Electrical Merchandising, September, 1925 


The Justice Machine Company, Salem, 
Ohio, is bringing out a new washer, 
equipped with a 12-in. wringer and a 
wooden tub holding 21 gal. of water. 
By moving a lever, the wringer can be 
swung on a hinged bearing to wring 
from the machine into a tub or from 
rinsing tub into a basket. A small con- 
trol lever also drives the wringer either 
forward or reverse, while a safety de- 
vice releases the wringer rolls in case 
of necessity by a light blow of the hand. 
The motor is of G.E. manufacture, 3 hp., 
which can be utilized in driving other 
small machines such as cream separa- 
tors, churns, ice cream freezers, etc. 
The machine is finished in grey enamel 
and all metal parts are bronzed.  In- 
tended retail price, $90. 











Two Outdoor Lanterns 
Electrical Merchandising, September, 1925 


Made of rust-proof, weather-resisting 
bronze, the two lanterns illustrated were 
designed for outdoor use. One mode! 
is in round ship’s lantern shape, and 
has’ satin-finished frosted glass with 
black five-baked enamel lines. Its finish 
is dead black and its intended retail 
price is $9.50. The other lantern is 
hexagonal in shape and is made with 
frosted amber-tinted veined glass. Its 
length overall is 123-in. and its finish 
is bronze. Its retail price is $7.50. Both 
fixtures are wired with porcelain sockets 
and wheather-proof wire. Lightolier 
ser yaeaia 569 Broadway, New York 

ity. 
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tensive enough to warrant the use of | 
e a gasoline power mower the Coldwell 
Crystal Fixture 4 Lawn Mower Company, Newburgh, 
Te ‘ N. Y., has developed an _ electrically- 


A lighting fixture of the crystal type 
that is attractive in appearance and yet 
not too elaborate for residential pur- 
poses and commercial use too, is being 
marketed by the Lightolier Company, 
569 Broadway, New York City. It is 
made of brass and is a two-light fix- 
ture. There are four rows of wood- 
polished prisms and cut crystal ball. The 
top is crystal cut with amethyst trim. 
The finish is antique gold and high 
lights. Its length overall is 36-in., the 
width 14-in. Intended retail price, $50. 




















Furnace Fan 
Electrical Merchandising, September, 1925 
The 


Commercial Lighting Unit 
Electrical Merchandising, September, 1925 


Especially recommended for store 
lighting, where it is necessary to dis- 
criminate between colors, is the new 
“Celestialite”’ lighting unit of the Ivan- 
hoe Division -* the Miller Company, 
Meriden, Conn. The glassware of this 
unit is made of three different glasses 
fused together in the mold: (1) clear 
erystal glass to provide pody and 
strength; (2) translucent white glass 
to diffuse the light evenly over the en- 
tire surface and (3) a transparent blue 
glass to eliminate the excess red and 
yellow rays, producing a light similar 
to daylight. The ‘Celestialite”’ glass- 
ware is of the enclosing type and is 
made in five sizes to serve Mazda C 
po up to and including the 1000-watt 
size. 




















Candle Tumbler Socket 


Electrical Merchandising, September, 1925 


A candle socket with tumbler mechan- 
ism has been brought out by the Arrow 
Blectric Company, Hartford, Conn. It 
is known as No. 4040 and has a rating 


of 250 watts, 250 volts. Intended list 
price tumbler candle socket with pol- 


ished outer candle tube, 50c. 








Dining Room Fixture 
Electrical Merchandising, September, 1925 


The. fixture pictured—No. C-25-65— 
was designed by the Beardslee Chande- 
lier Manufacturing Company, 216 South 
Jefferson Street, Chicago, for use m 
large dining rooms. It is finished in 
silver with a light touch of color. The 
candle cups are of crystal glass as is 
the bottom knob. Bracket No. 24-39 
to match this fixture, can also be had. 








Electric Lawn Mower 
Electrical Merchandising, September, 1925 


For use on lawns which are not ex- 


driven lawn mower operating from any 
outlet or socket. It has a 21-in. mow- 
ing unit and is as easy to operate, says 
the company, aS a vacuum cleaner. 
The supply cable is carried on a reel 
which pays out and takes up auto- 
matically, maintaining proper tension at 
all times, it is pointed out. The motor 
is of universal type, General Electric, 
operating on 110 volts. Intended retail 
price, about $175. 








, effectiveness of forced air heat- Battery 

ing is pointed out by the Warm Air ; 

Furnace Fan Company, 6523 Euclid Llectrical Merchandising, September, 1925 
Avenue, Cleveland, Ohio, in its new feiss ree ieee. ae setae : 
booklet’ describing ’the, Automatic fur- Nasenu Attest, New week Cite, te mone 
nace fan. This fan is especially de- mba ity . ar saa: as gle a 


veloped for residence warm air systems 
to establish uniform circulation, build 
up a slight pressure in the house and 
force the air to the corners of the rooms, 
thereby effecting a uniformity of heat. 
It has automatic by-pass louvre damp- 





keting a “Liv-On” battery that is ot 
the usual dry cell type but which is 
rechargeable by means of an electrolyte 
solution with which the battery can_ be 
repeatedly refilled required. Th: 
same battery the manufacturer declares, 


as 


A ; may be refilled or recharged over a 
ers on either side of the fan that auto- dozen: tines It is a plateless storare 
matically fall open when the fan _ is : 


ra he to allow sufficient air flow when 
the 





cell, sold without initial power but which 


“ ; generates current upon filling with re- 
forced circulation is not necessary. | chareine flui Intended retai ers 
The a : ie | charging fluid. ntendec retail price, 
ie fan is directly connected to the | battery only, 35c.: bottle of solution 
motor, it is explained, and requires no hen for two to three recharges, Z2Uc, 
attention whatever. 
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Sterilizer for Dairy Use 
Electrical Merchandising, September, 1925 


The Model B San Joaquin sterilizer 
pictured is made by the Pioneer Elec- 
tric Company, San Joaquin, Cal. It 
may be had in two sizes, with 5-kw., 
30-gal. tank and with 10-kw., 50-gal. 
tank. The former is designed for 
dairies of 50 to 100 cows, while the 
latter, No. 2, is for use in dairies with 
100 or more cows. The automatic con- 
trol pressure switch varies from 40 to 
100 lb. to meet the requirements of the 
individual installation. The electrical 
element is controlled by this pressure 
switch. The washing of milking ma- 
chine equipment and cans is handled by 
preheating cold water in washing re- 
ceptacles with a jet of live steam to 
temperature required by some _ state 
dairy regulations, The machine, _in- 
dependent of the sterilizing chamber, 
requires a space of 30 in. The com- 
pany also makes a smaller sterilizer 
with a capacity of four cans every 20 
min., sufficient for dairies of 10 to 35 
COWS. 


Electrically-Heated 
Immersion Unit 
Electrical Merchandising, September, 1925 


Harold E. Trent, 259 North Lawrence 
Street, Philadelphia, Pa., has developed 
a new heating unit to meet the condi- 
tions incident to melting of salts such 
as Lavite which is used in the calibra- 
tion of thermometers and in the temper- 
ing of tools and which is a good heat 
insulator when cold. The heating ele- 
ment itself is of the embedded type and 
is packed in a steel tube in such a 
way that there is a maximum of heat 
capacity. The temperature of the unit, 
the manufacturer explains, may be 
safely raised to 1,600 deg. before the 
initial heating of the salt takes place. 
The units are made in sizes up to 1,500 
watts, 18 in. in length and 1.9 in, in 
diameter. 


—— 


























Finishing Compound for 
Brown-Tone Fixtures 


Electrical Merchandising, September, 1925 

In addition to the “Lightning” silver- 
plating compound for use with silver- 
finished fixtures and fixture parts, Wil- 
liam Crell, 38 Fillmore Avenue, Corona, 
L. I, N. Y., has brought out another 
“Lightning” compound for use in touch- 
ing up scratches and blemishes on 
brown-tone fixtures. This compound 
comes in two tones, light or dark brown 
and is put up in 8 oz. cans which are 
sold at $2. A combination of the three 
compounds — silver-plating compound 
and light and dark brown-tone com- 
pounds—is sold for $8. 





To Help You Buy for Fall Requirem 


Electric Hammer 
Electrical Merchandising, September, 1925 


For the lighter forms of work, such 
as drilling holes up to 4 in. in diameter 
in concrete and for light chipping. the 
National Electric Manufacturing Com- 
pany, Pittsburgh, Pa., manufacturer of 
the “Syntron” electric hammer, has 
brought out a lighter model of this de- 
vice, designated as Type F. A movable 
piston in the device reciprocates in syn- 
chronism with the alternations of the 
electric current, the hammer striking 
3,600 blows per minute when attached 
to a 60-cycle a.c. circuit. For direct 
current a small rotary converter is sun- 
plied. 

















Percolator 
Electrical Merchandising, September, 1925 


Outstanding in attractiveness of de- 
sign is the new percolator brought out 
by Manning, Bowman & Company, 
Meriden, Conn. It is made in pot and 
urn types altnough in this case the urn 
type does not surpass in beauty of line 
the pot or pour model. It is in nine-cup 
size with plain or decorated top, and in 
polished nickel or silver plated finish. 

The intended retail price of the pot 
type with plain top is $21 in nickel 
finish and $29 in silver finish while the 
urn type is $24 and $32 respectively. 
The decorated model is $22 and $30 in 
the pot type and $25 and $33 in the urn 
type. Percolator sets including creamer 
and sugar bowl are listed from $41 to 
$61.50, according to design and finish. 








Renewal Elements for 
Electric Irons 


Electrical Merchandising, September, 1925 


Worn out or burned out elements in 
5 to 6%-lb. electric irons may be easily 
replaced by the ‘‘Nelco” renewal element 
of the Nelson Electric Company, P. O. 
30x 187, Oldsmar, Fla. The element is 
made to fit 90 percent of the irons now 
on the market and has a rating of 105 
to 115 volts, 500 to 600 watts. It is 
made of clear amber mica wound with 
Nichrome ribbon. Intended retail price, 
$1.75. 








| Cord Set 


Electrical Merchandising, September, 1925 


A “Hemco” cord set is being marketed 
by George Richards, Inc., 557 West Mon- 
roe Street, Chicago. It is known as No. 
253 and is a combination of the ‘‘Hemco 
Pul-Cord” attachment plug and Hemco 
heater plug. A 6-ft. cord is used. The 
“Pul-Cord” plug, the company points 
out, embodies new and improved fea- 
tures in its design eliminating possibili- 
ties of short circuits by means of a 
barrier between the opposite polarities. 
In addition, the terminals are relieved 
from strain by placing cord ends over 
a strain relief “bridge” in the center 
of the cap. 




















Radio Set Operating From 
Lighting Circuit 

Electrical Merchandising, September, 1925 

Ready for instant operation, by plug- 


ging into a lamp socket or outlet, is the 


“Superpowr” receiver of the Radio 
Recepter Company, Inc., 106 Seventh 
Avenue, New York City. It is made to 
operate satisfactorily either on direct or 
alternating current of 60 cyeles, 100-112 
volts. The circuit consists ot tuned 
radio and audio amplification with two 
tuning controls. Rectifying is accom- 
plished by means of two 2-amp. Tungar 
bulbs which are contained in the ‘Rec- 
trad” rectifier in the lower compart- 
ment of the cabinet. With this receiver, 
the manufacturer points out, no cutside 
aerial, ground wire, or batteries of any 
kind are required. The receiver is made 
in two types, table and console, listing 
at $180 and $300 respectively. 


Electric Santa Claus 
Electrical Merchandising, September, 1925 


_ This Santa Claus holds an electrically- 
lighted Christmas tree and lantern and 
will give an added touch to Yuletide dec- 
orations. He is 11 in. high, mounted on 
base, and wears a red cloth coat, black, 
shiny boots, tinted, life-like face, silky 
white beard and carries a green Christ- 
mas tree trimmed with tiny little elec- 
tric lights. The device is intended for 
use with the ordinary flashlight battery, 
4% volts. . Intended retail price, $2.25. 
A 4-ft. Santa Claus, to operate from 
110-volt circuits, is listed at $15. 
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Two-Piece Attachment Plug 


Electrical Merchandising, September, 1925 


The Rodale Manufacturing Company 
of 492 Broome Street, New York City, 
is marketing a two-piece plug made of 
cold-molded insulation. The new plug, 


which is of the pony type, is illustrated 
herewith. 











Interchangeable Crossbar 


Electrical Merchandising, September, 1925 


Labor and wire space are saved by 
the use of the ‘Lanco” crossbar, its 
manufacturer, the Lanco Manufacturing 
Company, 108 Runyon Street, Newark, 
N. J., points out. It is interchangeable 
and can be used with the various types 
of boxes—the Gem X box, 3-in. round 
and pancake boxes—and at the same 
time act as a solid support for the side 
wall bracket. 
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Outlet Box for Concrete 
Construction 
Electrical Merchandising, September, 1925 


For use in buildings of concrete con- 
struction, the Chicago Fuse Manufac- 
turing Company. Fifteenth and Laflin 
Streets, Chicago, has an improved line 
of “Union” outlet boxes which are pro- 
vided with flanged back cover plates 
which can be removed and, after the re- 
quired number of knockouts have been 
taken out, the conduit can be attached 
and the box nailed to the wooden | 
form. After the concrete has been | 
poured and allowed to set, the wooden 
form can be torn away, the openings in 
the box affording easy access for fishing 
wires through the conduit. The boxes 
are octagonal in shape six sides having 
4-in. knockouts and two sides which are 
directly opposite one another having 
¥-in. knockouts, so that the main line 
wires can run straight through and the 
branches can be fanned out to the 34-in. 
conduit. 














Electric Portable Furnace 
Electrical Merchandising, September, 1925 


By circulating air heated by elec- 
tricity, the new portable furnace of the 
Utica Products, Inc., Utica, N. Y., will 
easily and promptly raise the tempera- 
ture of bathroom, small office, nursery, 
bedroom, etc., and will remove the chill 
from larger rooms. In this new device, 
which, in appearance, is similar to the 
widely used oil heater but has none of 
its inconveniences, cold air is drawn 
through the intakes near the bottom, 
passes over the heat element and around 
the hot dual reflectors and is then forced 
out at high temperature through the top 
of the furnace. The top, base, legs 
and handle of the furnace are finished 
in black and the body in sage brush 
green. Intended retail price. with as- 
bestos and rubber-covered 8-ft. cord and 
two-piece metal protected attachment 
plug, $10. 
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Immersion Heater 
Electrical Merchandising, September, 1925 


By merely slipping a glass of water 
into the white porcelain fixture provided 
for it creates the proper electrical con- 
tact to heat the water in the glass. The 
current starts upon contact of the porce- 
lain post with the water and continues 
as long as water surrounds the post. 
temoving the water from the glass cuts 
off the current. This “Jiffy’’ heater is a 
permanent fixture, screwed to the wall, 
and is made for operation on 110-volt 
a.c. circuits. It comes complete with 
4 ft. of insulated cord, polarized plug 
and attaching screws. Intended retail 
price, $7.59. 
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Motor Starting Switch 
Electrical Merchandising, September,,1925 
Some of the features 


of the new 
250-volt, double-throw motor starting 
switch as pointed out by its manu- 


facturer, the Wadsworth Electric Manu- 
facturing Company, Covington, Ky., are 
the minimum space required for mount- 
ing, the ample wiring space which per- 
mits of rapid installation, the adequate 
number of knockouts, the fact that there 
are only six connections to make on 
3-pole starter—three to line and three 
to load and that there are no springs 
on the inside of the cabinet to crystal- 
ize, break and fall across the live con- 
tacts thereby causing a short circuit. If 
necessary, says the company, the switch 
can be thrown from starting position 
to neutral position without going into 
running position. The switch has baked 
enamel finish with drawn cabinet cover. 
Its inside dimensions are 73 in. wide by 
9 in. high by 4 in. deep. 


B Battery Eliminator 
Electrical Merchandising, September, 1925 


A small compact B battery eliminator 
is now being made by the Epom Corpo- 
ration, 114 East Forty-seventh Street, 
New York City. An exclusive feature 
is the tube which has no filament to 
break or burn out. When this tube is 
in operation the space in and around 
the electrodes is filled with a pale glow, 
which serves as a convenient indicator 
that the tube is operating properly. 
The two stage filter used in this instru- 
ment eliminates the 60 cycle hum and 
line disturbances to a remarkable de- 
gree so that no hum can be distin- 
guished in the loud speaker. A self 
contained push button switch installed 
in the top cover allows the instrument 
to be connected to the lighting socket 
at all times. The detector voltage is 
adjustable, by means of a compression 
type rheostat, from 10 to 40 volts. An 
amplifier tube voltage adjustment is 
mounted within the case directly under- 


neath the cover. This device rectifies 
both sides of the wave and uses only 
one tube, which is filled with the gas 
argon. Intended retail price of the 


complete outfit is $40 and additional 
tubes may be obtained for $4.50 





Electric Grate for Fireplace 
Electrical Merchandising, September, 1925 


The fireplace grate of the Electrocoal 
Grate Company, 628 Commerce Street, 
Philadelphia, Pa., provides both light, 
simulating the open fire, and heat, in 
dependently of each other. The light- 
ing circuit consists of two lamps of 60 
watts each and the heating circuit 


can 
be operated at a consumption of 


500 


watts. The grate is made in 20-in. and 
24-in. sizes and in finishes of hammered 
polished brass, verdi green and_ gold, 
copper bronze and in black and gold. 


The approximate retail price is $46 «and 
$47 for the 20-in. size, according to {in 
ish, and $57 and $58 for the 24-in. size 
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Red Seal Plan Now Available 


in 300 Communities 


Total Population of 4,500,000 Reached by Present Licensee Leagues— 
Ninety-two Red Seal Residence Jobs Already Underway in U. S. 


, \HE Red Seal Plan of residence- 
wiring standards was first 
introduced to the electrical 

industry of the United States 

by Electrical Merchandising some 
twenty months ago, through the 
medium of the historic frontispiece 
of the January, 1924, issue, repro- 
duced below. Recognizing the great 
potentialities of this idea of a certi- 
fied standard for wiring convenience, 

Electrical Merchandising vigorously 

followed up the promotion of the 

Red Seal Plan, to secure its introduc- 

tion into American cities, printing 

many pages of special reports de- 
scribing the successful operation of 
the Plan in the Canadian city of 

Toronto, where it originated. 

Later, when the Society for Elec- 
trical Development secured the Amer- 
ican rights to the Red Seal Plan, 

Electrical Merchandising undertook 


This Toronto Electrical Contractor 
Does “Red Seal Jobs Only” 
A. Renoy lnatalls Complete Wiring onl Then Fallows Up Conte 











; $200,000 of Rlocteifieation in | 


as its share of bringing the idea 
dramatically to the attention of the 
electrical industry, the issuing of the 
first Red Seal number of any elec- 
trical trade magazine, a number de- 
voted to Red Seal topics, from the 
standpoints of the local electrical 
league, the utility company, the con- 
tractor, the dealer, and the builder. 


Growth Rapid Under Society for 
Electrical Development 


The date of this Red Seal issue was 
September, 1924, just a year ago. 
Since that time, Electrical Merchan- 
dising has continued to follow up the 
subject in every issue, showing by 
specific examples the value of the 
Red Seal operation to the industry, 
to participating contractors, and to 
local associated electrical interests. 
Having launched the Red Seal idea 
on United States soil in January, 
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350 Red Seal Houses 


Electric Service League of Toronto Added Probably Half a Million Dollars of 
Electrical Sales in Past Year at Selling Cost uf 2 
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Lt ng « Howse in Toronto, the Public Looks jer 
The “Standard Electric Home” Sign 
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7 The “Red Seal” Plan- 
“The Straight Line to « | 
Profitable Appliance | 
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How It Is Raising Wiring Standards 


Contractor Opportunities, Business Methods 
and Code Discussion 
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| Ee en acd | —In This Issue 
The first account of the Red Seal Plan ever by many practical articles on actual ex- 
— ' to. the el ctrical industry of the perience in Toronto with the Red Seal plan. 

nited States was contained in this At right, note front cover of the Read Seal 
frontispiece of the January, 


1924, issue of 


Electrical Merchandising. It was followed 


Issue of Electrical Merchandising, for Sep- 
tember, 1924. 


1924, and promoted it consistently 
throughout twenty monthly issues 
since, the editors of Electrical Mer- 
chandising now observe with satis- 
faction the growth of the idea under 
the supervision of the Society for 
Electrical Development. 

Some 300 communities of 1,000 
population and over, representing a 
total population of four and one- 
half million people, are already served 
with Red Seal facilities for certifica- 
tion of residence wiring, through the 
licensing of electrical leagues in 
Syracuse, Rochester, Buffalo, and 
Poughkeepsie, N. Y., Pittsburgh, 
Pa., Louisville, Ky., Detroit and 
Grand Rapids, Mich., Minneapolis, 
and St. Paul, Minn., and Atlanta, 
Ga. 

Since the plan was put into opera- 
tion in these cities, some seventy-five 
Red Seal wiring jobs have been 
certified in American communities. 
Greatest progress has been made in 
Rochester, N. Y., where over forty 
Red Seal wiring jobs have already 
gone in. Pittsburgh follows with 
some twenty-five Red Seal residences, 
and Buffalo has certified ten. This 
United States experience with the 
Red Seal Plan is, of course, all in 
addition to the original Toronto 
operation where 500 Red Seal dwell- 
ings are now certified and _ local 
builder-contractors and _ realtors 
vie with each other to erect Red 
Seal jobs. 

Other cities in which plans for 
Red Seal operations are now receiv- 
ing consideration are: Philadelphia, 
Pa., Memphis, Tenn., Youngstown, 
Ohio; Nashville Tenn., Dallas, 
Texas, Little Rock, Ark., Wichita, 
Kan., Omaha, Neb., Milwaukee, Wis., 
Kansas City, Mo., Oklahoma, City, 
Okla., Tulsa, Okla., Worcester, Mass., 
St. Louis, Mo., Seattle, Wash., Fort 
Worth, Tex., Chattanooga, Tenn., 
Bangor, Me., Providence, R. I., Den- 
ver, Colo., Salt Lake City, Utah, 
Boston, Mass., Schenectady, N. Y., 
Camden, N. J., Birmingham, Ala. 
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This kitchen on a trailer carried range and 
refrigerator demonstration to the customers 


door. It is equipped in addition to range 
and refrigerator with a water heater and 


a kitchen lighting unit. A transformer car- 
ried on the truck supplied current. 





Portable Kitchen Sells Ranges 
and Good Will 


An Electric Cooking Campaign that Helped 


Clear a Difficult Situation in Public Relations 


HAT good merchandising is 

the best builder of good public 

relations is again demonstra- 
ted by a campaign put on in the 
early summer at Hightstown, N. J. 
This campaign not only sold eighteen 
electric ranges but reversed the de- 
cision of the mayor and town council 
to invite a gas company to provide 
competition with the central station. 

The old Hightstown Electric Light 
plant had been giving trouble con- 
stantly, and it was on account of the 
poor service rendered by the old com- 
pany that the city council and the 
mayor had decided to invite a com- 
peting gas company into the town. 
At this juncture the plant was 
bought by the Eastern New Jersey 
Power Company. This situation 
called not only for a restoration of 
first-class service but some business 
activity which would dramatize to 
the public the change of ownership 
and operation and head off the threat 
of gas competition. 

An electric range campaign to per- 
form this vital service was decided 
upon by F. H. Smock, commercial 
manager of the Eastern New Jersey 





Power Company. The _ successful 
range-selling campaign was built on 
the basis of a demonstration of elec- 
tric cooking and kitchen comfort and 
was carefully planned with every de- 
tail completely worked out. 


Demonstration at Door 


Although the population of Hights- 
town is less than 3,000 and conse- 
quently easy to bring together, it 
was thought better to bring the 
range demonstration to the custom- 
ers instead of trying to bring the 
public into a store or hall. 

An electric kitchen was developed 
on a truck trailer. The kitchen pro- 
vided a complete electric cooking 
demonstration, being equipped not 
only with a range but with a refrig- 
erator, electric water heater and elec- 
tric steam radiator. A sink with 
running hot water was installed and 
connected to the water heater. 

Painted white inside with heat 
curtains at the windows, linoleum on 
the floor, and a kitchen lighting unit 
properly located over the range and 
kitchen table, the portable truck 
kitchen was ready and certain to 
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attract the interest of the housewife. 
As a first step in the campaign, a 
new cooking rate was announced at 
the time of opening the new store. 
This was just prior to Decoration 
Day. 

A well-known home economic ex- 
pert, Mrs. J. Fallon, had been ob- 
tained from the range manufacturer 
who also sent a selling specialist to 
assist in demonstrations and direct 
the Eastern New Jersey Power Com- 
pany’s salesmen. 

The first introduction to Hights- 
town of the electric range and elec- 
tric cookery was immediately follow- 
ing the announcement of the new low 
rate when at a Decoration Day out- 
ing, Mrs. Fallon from the kitchen- 
on-the-truck baked and distributed 


eight hundred biscuits at dinner 
time. 
The kitchen became a familiar 


sight in Hightstown. It was taken 
into all sections of the town and elec- 
tric cooking demonstrations 
ducted right in front of the prospec- 
tive buyers’ homes. These demon- 
strations were really neighborly 
affairs. Mrs. Fallon demonstrated 


con- 
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After the cooking demonstration the audi- 
ence was invited up into the “kitchen” to 
examine the electrical equipment and ask 


questions. Some three hundred women 
were in this way given real instruction in 
electrical convenience and economy. 





cooking methods on the range, the 
refrigerator and water heater were 
shown and explained and after the 
lecture, the housewives had the 
chance to sample the food cooked, to 
examine these electrical kitchen con- 
veniences and to ask questions. At 
one demonstration during a very 
heavy electric storm while the audi- 
ence came up into the kitchen out of 
the wet, the current interrupted for 
about fifteen minutes. During this 
interruption and by candle light an 
electric range was sold. 

About three hundred women in all 
were present at the different demon- 
strations. Eighteen ranges were 
sold as a direct result and many other 
prospects developed. 

Three of these range sales have 
an especial interest since they were 
made to the mayor and two council- 
men for their own homes. These 
were the officials who before the 
coming of the electric range and the 
demonstration of the comforts of 
electrical kitchen equipment had so 
bitterly opposed the lighting com- 
pany and had been so desirous of 
creating gas competition. 





Parent-Teachers’ Associa- 
tions Demonstrate Ranges 


Teachers of today offer a channel 
through which modern ideas of suc- 
cessful home life may reach the 
mothers. In the past there was 
little contact between the school and 
the home, but the almost overnight 


development of the Parent-Teachers’ 
Associations has brought a real co- 


operation. All over the country 
these local associations are being 
formed in increasing numbers. The 
membership some time ago passed 
the half-million mark. 

How electrical equipment. is inter- 
esting such organizations is pictured 
by the Rock Island, IIll., Argus: 

“Recently a contest in cooking was 
held between the domestic science 
class of a county high school and the 
best cooks in the Parent-Teachers’ 
Association of that institution. The 
mothers cooked and served dinner 
one day, inviting the county oificials 
to be present at the inauguration of 
a fine new electric range installed in 
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the school. The meal was in four 
courses and the officials enjoyed it 
heartily, saying it was the best meal 
they had eaten in a long time. 

“The next day the same officials 
were invited back for the meai the 
girls cooked. It was the same—four 
courses and the same viands—but 
after eating it the officials unani- 
mously voted that the girls had 
beaten their mothers’ cooking. As 
one of the officials said: ‘It looked 
different and it tasted different—it 
was a whole lot better.’ 


Cost 16 Cents a Plate 


“Coming down to the finances of 
the affair, the girls produced cold 
figures to show that not only had 
they outcooked and outserved their 
mothers, but had produced the meal 
at a cost of sixteen cents a plate, 
while their mothers figured out their 
cost at 274 cents a plate.” 

This is being done in different 
forms in various parts of the coun- 
try. At Warsaw, Ind., the girls of 
the Wayne Township High School 
domestic science class invited the 
members of the Kiwanis Club of 
Warsaw to take a meal with them. 

Advertising by the Central Sta- 
tion which is directed at the local 
parent-teachers’ organizations, 
either through the newspapers, by 
mail, or by window display has a 
triple audience. It interests the 
mothers, the teachers and the girls. 
The latter, it will be remembered, 
are the next buyers of cooking and 
other household equipment. 





Striking Window Starts Utah Refrigerator Campaign 




















An effective refrigeration window from 
the retail shop of the Utah Power and 
Light Company, in Salt Lake City, which 
takes advantage of the present popular in- 
terest in the polar regions. A thermometer 
with a recording dial was connected with 
the food chamber and placed in the fore- 
ground of the window where it testified not 
only to the lower temperature reached in 
the electrical machine, but also to the 


very even maintenance of temperatulé 
within the box. This was studied with 
interest by the passersby, who were already 
familiar with the importance of these items 
through the educational advertising which 
had been undertaken. This marks the 
inauguration of a refrigeration campaign 
by the Utah company. More than twenty 
refrigerating machines have already bec) 
sold, with the work hardly started. 
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League Ad Features One Idea 


The fourth of a monthly series of twelve now being _ the basis of the third; and the fifth will feature 
run by the Electric League of Pittsburgh. The the Electric Ironer. Greater emphasis is secured 
first ad centered on the Red Seal; the second fea- in this way than if the page were given over to a 
tured “Give Her an Electrical Gift”; Fans were diversified group of appliances. 
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Automatic Refrigeration | 


‘ith your own ice box 





Let us install SERV-EL Automatic 
Ketrigeration in vour own ice box. 


SERV-EL cooling tank can be in- 
stalled in the ice compartment with 
mechanism in basement or other 
convenient place and it will keep 
your ice box colder than is possible 
with ice. 

















SERV-EL will make plenty of Pure 
Ice Cubes for table use. 





Coldak-Multicold system answers the problem of 
refrigeration for apartment houses, and at a price 
that makes it doubly attractive. It costs less to 
| install, and its costs of operation and maintenance 
| 





See this wonderful machine in op- 
eration at our store. 














Some desirable SER V-EL 

territory still open for 
live dealers. x , 

a 4 Electric refrigeration seems almost a miracle. 

sieick emetic Mean The housewife is absolutely independent of the 

i aaa ice man and can come and go as she pleases. 

Money is actually saved because spoilage of food | 

is reduced to a minimum. Superior sanitation 

and cleanliness are assured—the cold is a dry 

| 

| 

| 

| 

| 


are low—an item of importance to the owner. 





Four of The Features 
of The Coldak System Are: 





{ 





Ait pipe lines are free from frost ¢ t insulated 


Vu loss or waste of refrigeration s 





controlled 
All wmits throughout the system are carried at the same 
temperature, 


OCHILTREE ELecTRic C0. 


505 Liberty Ave. crit iti 


ATlantic 1900 


Lach apartment refrigerator indy 


cold, not conducive to the formation of ptomaines 
and the multiplication of disease germs. And 
the refrigeration never leaks. 
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The Electric Oil Burner— 
















Selling Mate to the 
Electric Refrigerator; 
Both Require: 

Trained Salesmen 
txpert Service Men 
Long-Term Financing. 


Prominent among the oil burners now 
on the market is the ‘“‘Nokol’’ model 
shown to the left, manufactured by 
the American Nokol Company, 
Chicago. This burner can be installed 
in any type of home heating plant. It 
is automatic in operation, being con- 
trolled by thermostat. 
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This burner to left, a product 
of the Baker Oil Burner Cor- 
poration, New York City, also 
employs electric ignition. 

























The only moving part 
of the oil burner below, 
manufactured by the 


In the burner shown 
above, made by the 
Caloroil Burner Corpo- 
May Oil Burner Cor- ration, New York City, 
poration, New York } Ps the oil is not fed to the 
City, consists of a , eal ge Ree, , ell | burner under pressure 
small motor which op- ; die ze but is drawn up by a self- 
erates the blower and created vacuum. 

the pump. 
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By simply setting the 
indicator of the living- 

¢ room thermostat at a j 
given temperature, the og 
desired amount of heat 
is obtained automat- 
ically. Made by the 
Williams Oil-O-Matic 
Heating Corporation, 

Bloomington, Ill. 
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The “Kleen-Heet”’ oil 





burner shown to the 
right is made by the 
Winslow Boiler & 
Engineering Company, 
Chicago. It may be 
had with either gas 
pilot orelectric ignition. 





The oil burner shown 
above employs electric 
ignition and uses stand- 
ard furnace oil. It is a 
product of the Socony 
Burner Corporation, 
New York City. 
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The Mathews Electrical Supply Company, 
Birmingham, Alabama, first studied its fix- 


. ture market, estimated the probable demand 


and drew up the chart reproduced above. 











The two main elements considered in the 
market study were architects’ and building 
reports. Stock bought as shown on above 
graph will give increased turnover. 





Charted Dreciedl Puts 


Fixture Buying on a Turnover Basis 


The Mathews Electrical Supply Company of Birmingham, 
Shows Its Dealers How to Study the Market— Judges 
Coming Styles from Present Building Activity 


SK TEN dealers what they base 
A their stock purchases on and 
the chances are that you will 
get as many different replies. One 
will buy according to price; another 
will buy according to quantity, be- 
lieving that small-lot purchases will 
save him from sudden style changes; 
still another will buy what he him- 
self likes, believing that he is a 
pretty good interpreter of public 
taste, even if he does have to admit 
it himself. 

The Mathews Electric Supply 
Company, electrical jobber of Bir- 
mingham, Alabama, holds that pur- 
chasing can be made to bring about 
a better turnover by a very thorough 
study of the popular demand, and it 
has applied this principle especially 
to the lighting fixture field. 

But, isn’t all buying based on a 
study of the general demand? 

Sure, but how much time and 
effort go into the average dealer’s 
study of this phase of his business? 
Usually, it is only a guess. 

This is how the Mathews Elec- 
tric Supply Company did it. 

First, it sent a circular letter to 
all the architects in its territory to 
ascertain the principal styles of 


architecture being used in current 
building construction. Naturally, if 
the trend is toward the English style, 
the demand for fixtures is going to 
be for the same style and design. 

Next, a study was made of the 
building reports, and the various 
price ranges were estimated for the 
coming year. 

Combining this with the style 
study, gave the company a good idea, 
based on actual facts, of what the de- 
mand for fixtures was likely to be 
for the coming year. In this way, 
it kept its turnover in its various 
fixture lines at a much higher level 
than previously because it carried 
little or no stock for which there was 
no demand. 

The Mathews company then de- 
cided that the same principles which 
were working out so well when ap- 
plied to a jobbing business would 
work equally as well for its dealers, 
and accordingly, it has issued the 
Mathews Standardization Manual, 
in which it explains the elements 
which go to make up its demand 
chart. 

In this manual, the company tells 
its dealers that every dollar invested 
in fixtures should be turned five 
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times a year. The way to get this 
turnover, as already explained, “is 
to make a careful ‘study of all the 
facts going to make a fixture de- 
mand, make up a proportion chart, 
and buy accordingly.” 

By buying fixtures only accord- 
ing to this chart, the company has 


little old stock, no damaged stock, 


and its turnover in fixtures is fully 
in line with other items of the busi- 
ness which have no style bugaboo. 

As will be seen from the chart, the 
line of fixtures which the company 
buys most often is of wrought iron 
and of low and medium price. 

Aluminum numbers of low and 
medium price come next, with com- 
mercial and public building fixtures 
third. 

About twenty-five of the com- 
pany’s dealers have tried the plan 


_and it has worked very effectively. 


“Remember this,” says the Ma- 
thews company in its manual, “un- 
less you use real marketing methods 
in your fixture business, you haven’t © 
a single chance to make headway. 





| ROFIT is increased with 
an increase in stock turn- 
over and buying on informed 
estimate of market require- 
ments is the first important 
step toward a turnover of 
five times a year. The fol- 
lowing stock proportions are 
| the result of a southern job- 
| ber’s study in probable de- 








| mand: 
| Per Cent 
| Cs vic a bcaes 3.0 


Wrought iron me- 
dium and low price 20.5 


Wrought iron high | 
Aluminum high | 


Ns 5:06 abe ews §.2 
Aluminum medium 

and low price.... 19.5 
Colonial designs ... 3.5 
Tube arm candle 

Ws an tatabax 3.4 


Lanterns high grade 2.7 
Exterior lanterns 
copper medium 


a eee 6.2 
High grade _ cast 

brass designs .... 6.6 
Brass pan and arm 

Fs bic atiweres 5.8 


Ivory and _ novelty 
bedroom numbers. 10.0 
Commercial and pub- 
lic building fix- 
tures 




















Lamp Merchandising in Cincinnati 
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Floor lamp of stippled antique-gold 
base and sith-dined George tle shade. 
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Reading lamp to math Coorgetle 
plaited shade with sunburst on both 
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Lamp Department 





The Latest Designs of Companion 
Floor and Reading Lamps 


. } 
The attractive lamps shown here are representative hs Vitae | 
‘Ay 4 the numerous designs and color combinations on dis- [x eisinssg Sai | 
play in our showrooms. From this selection you can Ee nd | 
| | choose the lamp best suited lo your requirements for proper 1, | 
4 light and color | |/ | 
, / 
mye 4) There is also a large variety of table end bed lamps {I} 
mu 4/7 — with various hinds of shades, only to be found at The } H 
4 ] Elcetric Shop. 
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Parchment shades ore now the 
logue The artistic wrought. 
iron lamp at the left has @ 14 
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lection of shades similar to the 


one shoun here, Complete at 


The black ard gold metal base 
of the floor lamp at the right sup- 
ports @ hand-painted parchment 
shade. Choice of shades similar 
to the one shown here. 


60 wehes Chlerg shede with reaching it 
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A good eempanion in materials and 
design to the reading lamp. Height 
nd 64 inches. Plailed shade with gold 
0 metal cloth and gold lace over fuchsia y 
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fue (red) border 
Complete at 45.00 


Easy Monthly Poyments at a Slight Added Cost 
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Lectric Shop 
=Y The Gasé.Electric ApplianceGa™ 

25 West Fourth Street 

















Mehogany bridse or reading 
lump with adjustable socket. 
Ploited Georgette shade in blue, 
rose, orchid, aupe or Mack. 
Ruching on shade — Complete 
ut 18.50 
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Mahogany ‘loor lamp to match. 
Height 62 inches Fringeless 
Ceorgetic sith-lined shade with 
ruching. Colors’ Taupe, blach 
or blue. Complete at 24.50 
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Deep silk fringe 


Second Floor 
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25 West Fourth Street 
Ninth and Main Streets 


COVINGTON 
525 Madison Ave. 


NEWPOR) i 
916 Monmouth St. | 











The Blectric Stop 


25 West Fourth Street 
Ninth and Main Streets* 


COVINGTON NEWPORT 


916 Monmouth St ‘| 











NE of the finest electrical stores in the country is 

the Electric Shop, Cincinnati. From the entrance, 

the shopper cannot escape the attractions of portable 
lamps as on this main floor lamps are grouped with 
heating appliances, gifts and other merchandise. The 
second floor is entirely given over to table and floor 
lamps and for variety, size of stock and quality of 
display this lamp floor is not surpassed anywhere. Our 
photograph shows a part of this floor where floor lamps 
are’grouped. A similar space is devoted to table lamps. 


In addition to complete lamps, a large stock of shades 
is carried and numbers of vases suitable for lamps to 
meet the taste of many customers who prefer to have 
lamps ‘‘made to order.’”’ Newspaper space is liberally 
used to advertise the lamp department and the shopper 
is attracted by carefully chosen ‘‘specials.’’ The stock 
is complete in price range and offers an especially large 
selection in medium price items. The four branches of 
the Electric Shop all carry attractive lamp stocks. Easy 
payments on all lamps is another buying stimulant. 
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Increasing Demand for Portable 


Lamps Shown by Survey 


By M. LUCKIESH 
Director, Lighting Research Laboratory, Nela Park 


ANY dealers view the port- 
M able lamp with conflicting 

emotions, but it is very cer- 
tain that householders do not. This 
lighting device has been accepted 
with enthusiasm in the home and 
this whole-hearted acceptance is 
amply justified. 

The portable lamp is not only a 
highly satisfactory lighting device, 
but it also usually excels so-called 
fixtures in decorative value. Well- 
chosen portables add greatly to the 
furnishing of living-rooms, sun- 
rooms, dining-rooms, reception-halls, 
and bedrooms. Furthermore, there 
is great value in their portability. 
They can follow the furniture when 
the latter is rearranged and they 
can go with the owner when he 
moves. For these reasons, house- 
holders have a generally more favor- 
able attitude toward portables than 
toward so-called fixtures. The latter 
are primarily related to the struc- 
ture while the former are associated 
with the more intimate furnishings 
or belongings. These are facts which 
the dealer can not “wish away” 
regardless of his own merchandising 
problems. Therefore, it is best to 
face them and, with the encourage- 
ment of the enormous potential 
business, to attempt to profit by the 
popularity of portables. 


Average Home Should Have 
Eight Lamps 


A careful study of convenient 
utilitarian lighting for the home in- 
dicates that the average home should 
have about 8.5 portable lamps. This 
was concluded after specifying all 
the ceiling fixtures and utilitarian 
wall-brackets that the average home 
needs. They are distributed as 
follows: one in each bedroom (there 
being an average of 2.5 bedrooms 
per home); and six portables in 
living-room, reception-hall, dining- 
room, etc. These are compared with 
the actual number existing in the 
home. 

A recent extensive survey* reveals 
an average of 2.8 portables per 
home; therefore, on the basis of the 
conservative standard which we have 
Set up, an average of 5.7 portable 





*M. Luckiesh, Proc. N.E.L.A., 1925. See 
also former survey, Proc., N.E.L.A., 1923. 


lamps is still needed in the wired 
homes of this country. It is inter- 
esting to note that the survey con- 
ducted two years before the recent 
one, revealed an average of only 1.6 
portables per home. According to 
this there has been an average in- 
crease of 1.2 portables per wired 
home in two years. 

There were about 10,000,000 wired 
homes two years ago so that the in- 
crease in portables in these amounts 
to 12,000,000 portables in two years. 

There are about 12,000,000 wired 
homes now, so that, at 2.8 portables 
per home, the 2,000,000 homes wired 
since the previous survey account 
for the sale of about 5,600,000 port- 
able lamps. Combining these two 
figures, we have a total rate of sale 
of portables in the homes of nearly 
9,000,000 per year. 


26,000 Lamps Sold to Each City 
of 25,000 Homes 


It is interesting to consider this 
in terms of a place of 100,000 in- 
habitants (approximately 25,000 
homes) assuming practically all the 
homes to be wired and that new 
homes are increasing at the average 
rate. The same computation reveals 
that an average of about 26,000 port- 
able lamps are entering the homes 
of that community per year. 

It should be borne in mind that 
this is the present annual rate of 
sale of portables without any special 
stimulation or 


in the 12,000,000 wired homes in 
this country about 68,400,000 port- 
ables. In terms of a community of 
25,000 homes (100,000 inhabitants) 
at least 142,500 portables should 
still be sold. 

A summary of the portable-lamp 
situation is presented below and 
in the following paragraphs. 

In the twelve million wired homes 
in this country, there are 33,600,000 
portables; there should be at least 
102,000,000 portables; and the po- 
tential business is 68,400,000 port- 
ables. 

In the six million unwired homes 
within easy reach of electric service, 
the potential business is 51,000,000. 

In these eighteen million homes 
153,000,000 portables should exist 
eventually and the potential business 
is 119,400,000 portables. 


Present Rate of Sale Is Nine 
Million per Year 


The present rate of sale is about 
nine million portables per year. 
Nearly a million new homes are 
being wired each year so that these 
alone should approximately account 
for 9 million portables per year if 
these newly wired homes were being 
equipped according to our conserv- 
ative standard. 

It should be borne in mind that 
these figures apply only to the home, 
and that there are very great op- 
portunities for portables in hotels, 
clubs, shops, etc., which greatly 
augment the figures presented. 

There is no exaggeration, there- 
fore, in the figures presented since 
there are other fields, other than 
that of the home which have not 
been taken into consideration. 
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Milliong of Portable Lamps 


This graph effectively shows the difference between the actual 

ing, there are and potential lamp sales at the present time, as well as the number 

. of lamps now in wired homes and the number which it should bes 
still to be sold 


It is readily seen that “saturation” is yet far below the horizon. 




















One — End Table Lamp. Glass _ vase 
mounted on a white metal base. Vases with 
shades to match. Price complete $20.00. 


Two—This one has 2 marble base and is of 
metal with silk shade. These lamps are 


proving popular in the larger centers. Price 
complete $30.50. 


Three —Bridge Lamp. Cast and spun brass. 
Shade is of matching silk. Price complete 
is $42.00. 


Four—Metal base 22 in. in height, in blue 
and brass finish. The glass shade, 16 in. in 


diameter, has floral decoration. Retail price 
$28. 


Five—An exact copy of an old Colonial 
original is this mantel map pictured which 
has brass base and Colonial glass shade with 
prism decoration. Retail price $17.50. 


Six—The bird-decorated shade of this bridge 
lamp is made of buckram, hand-painted. 
The base of the lamp is black marble with 
Spanish brass standard. List price $55. 


Seven — Various finishes may be had in this 
junior floor lamp. The georgette crepe 


shade is silk-lined. Retail price complete 
$35. 


Eight — These lovely little girandoles are 
French imports. jg. They are companion 
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pieces. 


The list price of the pair is $55. 


Nine—Imported Chinese LampYof carved 
soapstone with gilt base and embroidered 
silk shade. To retail at $50 complete. 


Ten—Reading Lamp with flexible arm of 
metal finished in bronze. The lamp shown 
has a smoking tray attachment and the 
price complete is $11.50. A weighted base 
prevents tipping. 


Eleven — A torchier of wrought iron finished 
in red and gold with amber cylinder. Price 
complete $21.00. 
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for Moving Lamp Merchandise 
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Twelve—A novelty floor lamp. 
Base and shaft of iron, arm and 
fittings of brass. Colored glass 
finial and pendant. Finished 
in antique gold and black with 
shade of gold georgette covered 
with gold figured lace. Trim- 
ming of gold metallic ruching, 
lined and interlined with gold 
silk. Six foot silk rope finished 
i various colorings. Price 
complete $80.00. 


Fifteen—Bridge Lamp of hand 
hammered Swedish iron fitted 
with parchment shade. Price 
complete $17.00. 


A distinctive note might be added to your lamp department 
by having your sales girls wear artists’ smocks. ‘The girl 
in the smock” could be featured in your advertising. The 
girl in the smock below is holding a lamp (13) of Crown 
Ducal English pottery floral design on white ground with 


gi:t base. Lamp only retails $15.00. Chintz shade $4.00. 








Sixteen—Chair Lamp of wood 
finished in antique ivory and poly- 
chrome with an oval shade of 
georgette crepe. Tassels have 
crystal pendants. A fine example 
of the possible successor to the 
popular “‘bridge’”’ lamp. This lamp 
is 62 in. in height overall and deli- 
cately proportioned. Also comes 
in gold and blue and gold and 
black, with shade to match. Price 
$38.00. 


Seventeen — Metal Junior Floor 
Lamp. Shaft finished in Nubian 
bronze with base and ornaments 
in polished gold with black relief. 
Shade is of light tan taffeta lined 
with orange silk. Trimming of 
mulberry ribbon ruching and gold 
braid. Price complete $41.00. 





<este 
















Fourteen — Pottery Base Table 
Lamp. Comes in black, olive 
green and rose. The shade is of 
chintz, diamond shaped. Price 
complete $12.00. 


These prices are subject 
to trade discount 


Vanufacturers’ 
names are listed on 


page 5567 


Eightzen —Wrought Iron Bridge 
Lamp with twisted rod and orna- 
mental leaves on arm and legs. 
Decorated shade finished in pig 
skin. Finished in pompeian red 
or green. Price complete $12.50. 
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Some of the 150 Electrical Merchants 
Who Answered This Question 
on Gifts 








“Electrical Merchandising” Asked 


Do Non-Electrical Gitts 














are adding to their stocks related non-electrical merchandise 


E INCREASING number of well-managed electric shops 


suitable for gifts. 


These related lines are often extremely 


effective in helping to display portable lamps and electric heating 


and table appliances. 


When well-selected, they attract the shop- 


per of all classes and incomes—for everybody today is buying 


gifts. 


“Electrical Merchandising” recently wrote to some four hundred 
dealers and central station executives asking for an expression of 
opinion of the gift line in the electric shop and for an account of 
the experience of such electrical merchants as had taken the line 








Brings Customers In and Helps 
Pay Overhead 


“We have, for a number of years, 
sold non-electrical gifts and novelties 
in The Electric Shop, and have 
found it very advantageous to do so. 

“You probably know it is rather a 
difficult matter to operate an electric 
shop handling only electrical appli- 
ances, for the reason that in order 
to merchandise electrical appliances 
successfully it is necessary to be in 
a location in the city where rents are 
high and the general overhead ex- 
penses are out of proportion to the 
discounts at which the average elec- 
trical dealer can purchase electrical 
appliances. 

“In order to take care of this large 
overhead and to induce the buying 
public to come into your establish- 
ment, it is very advantageous to sell 
merchandise other than electrical 
appliances. 

“We have found that it is possible 
to make the store so much more at- 
tractive if you have other lines of 
merchandise. It might be well to 
bear in mind that the average 
woman would not go into a shop and 
confine her purchases to electrical 
merchandise more than once or twice 
a year, whereas if the same estab- 
lishment were handling a line of 
merchandise that would be season- 
able and appeal to the average 
woman buyer, the chances are that 
by bringing the buyer in contact 
with the various electrical appli- 
ances more sales in electrical ap- 
pliances would be made.” 

E. W. HAKE, 
The Gas and Electric Appliance 


Company, 


25 West Fourth Street, 
Cincinnati, Ohio. 
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Carried Gift Lines Four Years 
and Closed at a Loss 


“We would advise any electrical 
dealer to stick absolutely to his line 
of electrical goods; and let the Gift 
Shops handle the novelties. 

“We have carried such lines for 
the past three or four years, and 
found that it didn’t pay, and with all 
the other dealers in Moline, Rock 
Island and East Moline, we recently 
put on a rummage sale, sponsored 
and handled by the King’s Daughters’ 
Union, composed of about six hun- 
dred members, and disposed of al! 
these things and many other slow- 
moving articles and over-stocks, at 
about half what they cost the dealer. 
In fact, about $7,000 worth of goods 
was placed in a vacant store room 
and sold at about half its cost, and 
as we received as our part about 
$1,400 you will see, that under these 
conditions, our loss was of an equal 
amount, and that we had paid dearly 
for our experience.” 

W. J. BALL, President, 
Tri-City Electric Company, 


Service Bldg., Moline, Ill. 


Practical Items Best 


“We have found practical items 
such as bread boards and cake boards 
to sell fairly well. We have put in 
a small line of aluminum kitchen 
ware and we find, especially, the 
smaller items sell very well and we 
get a good turn-over. They bring 
women into the store who. usually 
buy some electrical article before 
they leave. We also run a special 
on these occasionally with good 
results.” J. C. HOBRECHT, 


J. C. Hobrecht Company, 


K at Eleventh, 
Sacramento, Cal. 
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400 Electrical Merchants 


Pay in the Electric Shop? 








on. Out of about 150 answers, about one-third had handled or are 
now handling non-electrical gifts. In the experience of the great 
majority of these electrical men, the non-electrical gift line is 
not only profitable in itself, but is a marked stimulator of electric 
lamp and appliance sales due to greater store traffic and more 


attractive displays. 


A selection from these letters follows. 


We give first, two 


letters respectively pro and con from a well-known central station 
merchandiser, E. W. Hake, Cincinnati, who has found the gift : 
line profitable; and from a well-known contractor dealer, W. J. 
Ball, Moline, Ill., who found gifts a money-losing proposition. 











Gifts Bring Shop Before 
Women Customers 


“There was a definite motive 
which moved our company to take 
up the gift line. This was the belief 
that it offered the simplest and prob- 
ably the most efficient method of 
bringing the women into our store. 
It is our belief that the very largest 
percentage of all electrical appli- 
ances are purchased by women. It 
has not always been easy on the 
other hand to get these women to 
come into an ordinary electrical shop. 

“While not in a position to sub- 
mit figures, results have been such 
that we would not consider a dis- 
continuing of the gift line at this 
time. Rather, our plans look toward 
an enlargement of it. It has been 
our experience that our shop has 
been brought before the women of 
the community in a way that would 
not have been possible otherwise. 

“The final result of an advertising 
campaign is measured by the num- 
ber of persons it will bring into a 
store. Therefore, on that basis any 
plan which accomplishes this is ef- 
fective. The sale in the last analysis 
must be made by the clerk, in any 
case, 

“We have been guided in buying 
more especially by things which 
might offer some reasonable connec- 
tion with electrical items, going from 
electric table stoves and range to tea 
sets, samovars; from electric lamps 
and candelabras to candlesticks, 
hence wax candles and accessory 
items; from tea sets to trays on 
Which to place them.” 

G. E. SHEPHERD, 


Shepherd-Rust Electrical Company, 
Wilkesbarre, Pa. 


Gifts Help Effectively in 
Displaying Lamps 


“For a number of years we have 
carried as a side line, non-electrical 
gifts and novelties, and find that 
they are particularly desirable, and 
make excellent low-value articles and 
can be used very effectively in dis- 
playing lamps in the various win- 
dows and on the tables in our shop.” 

HENRY G. KOBICk, 


Commonwealth Edison Company, 
Chicago, IIl. 


Window Displays of Gifts 


“We have found it profitable to 
carry a line of brass goods composed 
of candlesticks, trays, doorknockers, 
and many other items, all of which 
are suitable for gifts, bridge parties, 
etc., and seem to attract most of our 
women shoppers. Window displays 
of these goods have always brought 
customers into the store and as the 
goods are displayed in the same sec- 
tion with our lamps and shades, have 
no doubt attracted more attention to 
this line and increased gales.” 

R. E. MONELL, Sales Manager, 


The Greenwich Electrical Company, 
Greenwich, Conn. 


Bring Customers Into Store 


“For a number of years we have 
carried a small stock of non-electri- 
cal novelties, and while our volume 
is not sufficient to show much profit, 
we place our prices very low on these 
items and believe that they are worth 
the effort, in bringing customers in 
our store who otherwise might never 
enter.” F. C. BRaGGs, President, 


Electric Construction Company, 
Little Rock, Ark. 
5547 
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Frequent Turnover and Good 
Mark-Up 


“We have been carrying a line of 
non-electrical merchandise since the 
opening of this store in 1922. 

“One very good line is the decora- 
tive glassware —comports, candle- 
sticks, flower and fruit bowls, candy 
jars, etc. 

“Pottery vases and un-wired lamp 
bases have also been a _ profitable 
line. The vases are sold for decora- 
tive pieces, or flowers, or are wired 
in our shop for lamps, as are the 
novelty bases. We find thereby we 
are often able to satisfy a customer 
seeking the unusual where the aver- 
age portable would hold no appeal. 
Too much cannot be said in praise 
of the shop in wiring not only vases 
bought here, but the customer’s own, 
for a lamp, for we are then in the 
best position to sell the shade and 
Mazda lamps for such a portable. 

“Smoking stands, from low-priced 
wood and wrought-iron to better 
grade novelty pieces have been good 
sellers with us, as have ornamental 
fern stands and window boxes. 

“In our experience the non-elec- 
trical lines are a very profitable part 
of our business, being in the main 
low-priced items requiring a mini- 
mum investment, turning over fre- 
quently, carrying good mark-up, and 
being, in addition, fine drawing lines, 
and an excellent advertisement for 
the house. Women often tell us 
when in need of something “differ- 
ent” for gifts for their own homes 
they instinctively think of us.” 

KATHRYN M. TEFFT, 
Thomas Day Company, 


1720 Broadway, 
Oakland, Cal. 





| Pointers on Buying 
a Stock of Gifts | 


1—Consult your wife, 
will 


she 

| know what other 

| women are buying. 

| 2—Study the big shops’ gift 

| departments .. . see the 

| merchandise and _ prices 

| they are offering. 

| 3—Don’t buy cheap, inartis- 

| tic, “souvenir” lines. 

| 4—Buy for individuality and 
variety ... buy only small 








quantities or single items. 
5—Buy merchandise that dis- 


plays lamps and appli- 
ances attractively. 





























ELECTRICAL MERCHANDISING 


“We have handled a non-electrical 
line for the past several years and 
have found it very profitable, as well 
as an extra inducement for bring- 
ing in customers who otherwise 
might not have come in.” 


O. M. DEIBLER, 
Greensburgh, Pa. 


Puts on Sales of Gift 
Specials 


“We have a gift department in 
our electrical store and while we do 
not carry the cheaper gifts, we do 
carry things like vases and fruit 
bowls all of the better quality. 

“Recently we put on a sale of bud 
vases of good quality that we sold at 
ninety-five cents, which cost us 
seventy cents and candlesticks at 
about the same price and value. We 
feel that popular priced specials of 
good value are a drawing card and 
it is always necessary for an elec- 
trical merchant to have a side line 
of some kind to attract the public.” 

G. F. LAUBE, 


Laube Electrical Corporation, 
338 Main Sreet, 
FE. Rochester, N. Y. 


Gift Department Profitable and 
Helps Other Departments 


“We have been carrying a gift 
line for about three years, and have 
found it very successful. We started 
out with a small line of light cut 
glass, and have kept on adding to 
this line ever since. We now have in 
stock heavy cut glass, casseroles, 
lustre ware, hollow silver ware, 
vases, etc. Of course this is season- 
able merchandise, and we sell most 
of it either in May and June, or De- 
cember. We find that the gift de- 
partment is profitable in itself and 
helps along our other departments.” 

EMILE L. ROUSSEAU, President, 


Rousseau Electric Company, 
34 Pearl Street, 
Worcester, Mass. 


Good Adjunct to Lamp and 
Shade Department 


“We carry in our lamp and shade 
department, a variety of novelty 
gifts. 

“We make a specialty of vases, 
coppers, potteriees, candlesticks, book- 
ends, fancy clocks, etc., and handle 
them through our retail department. 
We find it a very good adjunct to our 
lamp and shade department. We 
have found this a profitable addition 
to the regular line.” 

H. I. SACKETT, President, 


H. I. Sackett Electric Company, 
15 Court Street, 
Buffalo, N. Y. 
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Keep Away from Cheap 
“Gingerbread” Gifts 


“A great many gifts are closely 
allied to electrical merchandise. <A 
desk lamp beside a blotter set or 
book ends is harmony. A store not 
far from here trying to combine 
gifts and electrical merchandise has 
cheapened the entire layout by gin- 
gerbread gifts and souvenirs. If 
high class electrical goods are 
handled, tie in with artistic and in- 
trinsically valuable gift suggestions. 
We do not in the general sense run 
a gift and art shop. We have no 
cheap post cards. We do have good 
pottery. We wired and converted 
over 100 vases last December and 
very few days go by that we do not 
turn out table and floor lamps that 
once were whale oil or coal oil lamps. 
We have a wide variety of useful 
gifts for sale. We carry those items 
that naturally fit into a scheme of 
rounding out the decoration of a 
room or home. 

Before we laid in a thing we 
spent one week in the premier stores 
such as Ovingtons, etc., in New 
York, studying what items we might 
add to our line that would appeal to 
the customer who was ambitious to 
bring up the tone of the home by 
better lighting. While we enjoy all 
of the pleasure of new contact with 
new customers, we have worked 
harder, and studied harder than we 
ever had to before.” 

F. D. HUBBARD, 
The Electrical Art Shop, 


32 Warren Street, 
Glens Falls, N. Y. 


Many of the above letters have 
emphasized the element of store 
decoration possessed by the non- 
electrical gift. A chief purpose in 
carrying this line is to stimulate 
sales of electrical merchandise by 
creating better store and window dis- 
play groupings. The dealer who is 
interested in adding this line might 
in buying make this display value of 
the merchandise his test. So that 
even if his sales of gift merchandise 
were not great he would still have 
bought wisely because he could dress 
more attractive windows and provide 
better store selling displays. “Elec- 
trical Merchandising” has canvassed 
the principal markets for gift mer- 
chandise and in the following three 
pages suggests groupings for store 
and window of new seasonable and 
interesting gifts combined with lamps 
and table appliances. Prices and 
sources of supply are given for the 
dealers’ guidance. 
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Will Bring Buyers 
Into Your Store 


0p, 


MVE 
ore 
LON- 
, in 
late 

by 
dis- 
0 18 
ight 
e of 
that 
dise The Czecho-Slovakian breakfast set shorn at top can also 
Lave be used as a tea set, with service for six, and is retailed 


ress at $45, and the lamp, with shade, at $10.50. The perco- 
vide lator is listed at $19.50 and the toaster at $8. 
lec- 

d The lamp base is amber-colored and clear glass and in 
88é combination with the hand-painted parchment lamp shade 
mer- can be sold for $13.50. The carafe is finished in dull 


hree black and silver and, with tray and glass, is retailed 
tore for $14. 


The English pewter plate with decorative fluted border 
amps | is listed at $7 while the jug can be sold for $16. The 
and | vase is of East Indian brass in characteristic design. It 
the retails for only $3.50, 
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Where formerly there was a cluttered array of dishes 
and bowls of all kinds precariously piled, a neat 
arrangement of covered glass dishes like those illus- 
trated now is seen when the refrigerator door 1s 
opened. These dishes are made to fit one on top the 
other, thus doubling storage space. Many different 
forms and sizes of dishes are made, ranging in price 
from 25c. up. 























These prices subject to trade discount. Names of manufacturers of all articles 


Decorative candles, besides selling well, lend 
charm to a candle stick display. This group of 
candle sticks represents many of the designs 
that are now being sold. There are two pol- 
ished brass candle sticks which retail for $4.50 
and $9.50 per pair, respectively, a brass colonial 
candle holder which lists at $2.50, a wrought 
iron candle stick, $1.50, a wooden candle stick 
uith Persian decorations, an import from Kash- 
mir, $2.75, an East Indian brass candle stick, 
in cobra design, which sells for $5 per pair, 
and another, in Italian design, which is listed 
at $8 per pair. 


The classic proportions of the urn 
percolator are found in this new 
electric coffee pot which may be 
had in various models and fin- 
ishes. It is nine-cup size. The 
plain model sells for $21 and $29, 
according to finish, and the one 
illustrated, with panel base and 
fluted bands, is listed at $22 and 
$30 respectively. 
















shade, $21. 


Typically masculine is this group which 1s 
made up of a pair of bookends, in bronze 
or antique gold finish, using the Indian 
scout character, a novel ash tray which 1s 
a lion, with wide-open jaws, an electric 
cigar lighter, smoker’s set, and Borghese 
lamp with pleated shade. The bookends 
are listed at $13.50, the bronze smoker’s set 
$3, the lion ash tray, which may be had in 
silver, bronze or gold finish, $1.50, the 
electric cigar lighter, $5 and the lamp with 
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Shopper to Stop and Buy 




































Electrical service makes tea time enjoyable to 
both hostess and guests. This electric samovar, 
which is of the tilting type, comes in copper or 
polished nickel finish. Its list price is $35 com- 
plete with creamer, sugar bowl and tray. The 
waffle iron bakes three good-sized waffles at 
once. List price $18. The lustre china tea 
service retails for about $18. The attractive 
candy box on the second shelf of the tea wagon 
is of black glass with red decorations. It retails 
for $5.50. 





With the two gracefully-molded 
dancing figures, this electric cande- 
labra will add a decorative touch 
to living room, drawing room or 
hall. It is finished in bronze, with 
floral sprays in dull, harmonizing 
colors, and drip candles. It retails 
for $20. 


From the Black Forest of Germany comes this 
lovely Majolica salad set with red or green back- 
ground, encircled with white lilies of the valley 
and green leaves. It retails for the exceedingly 
low price of $5, including 12-in. salad plate and six 
small plates. The table stove is a newcomer in 
electrical table appliances. Its list price is $5.95. 
The chafer fork and spoon are silver-plated with 
imitation ebony handled and sell for $4. Percolator 
lists at $22.50. 





The Dresden-base lamp, shown at the right, with 
, dainty lace shade, sells for $15.00. The charming 
! little night light, perfume burner or electric table 
decoration retails for $5. It is in natural colors 
; of rose and green glass. The hammered brass 
p crumb set is made to sell at $4 while the other 


articles, consisting of decorated sivitch plates, brass 
t inside-door knocker, hot-dish trivet, trump marker, 
: lustre china salt and pepper shaker, the china, 
p gold-coin-finish shakers, the lustre china ash trays 
h and the combination ice pick, bottle opener and 
cork screw range in retail price from 50c. to $2.. 
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Re-Fixturing Chicago by 

















Ten to fifteen fixture salesmen 
make up the crew of each of 
these electric trucks or merchan- 
dise wagons, which serve as 
“field headquarters” for the 
crew. The men are in charge 
of a “‘captain’”’ who assigns each 
a street to work. The men 
scatter, each carrying his sample 
fixture or ‘‘kitchen-light unit.” 
Three such wagon crews are now 
out selling fixtures to Chicago 
homes. 
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Back-doors usually 
prove to be the best 
entries to prospects’ 
homes, especially during 
morning hours. The men 
sell both by fixture sam- 
ples and by the pictures 
in their catalog books. 
They seek, if possible, 
to get the housewife to 
admit them inside the 
home or apartment, so 
that they may go though 
the various rooms and 
recommend changes, 
substituting the attrac- 
tive lines they offer. 


























































After the customer’s 
selections have been 
_ made and the contract 
is signed, the salesman 
usually accompanies 
the fixture-hanger back 
to the home, to see that 
everything is installed 
exactly as agreed. 


The illustrations show 
(1) the men delivering 
the new fixtures; (2) 
installing a candelabra 
design in the living 
room, and (3) the fin- 
ished re-fixturing job. 





‘‘House-to-House’’ Salesmen 


The use of wagon crews by 
the Commonwealth Edison 
Company in its campaign 
to re-fixture Windy -City 
homes and apartments. 


(See article, page 5516, this issue) 
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To Sell More and Better Wiring 
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This shows how the side panels, with the garage and 
outside meter box, adjoin the large central panel show- 
ing the cross-section of the interior of the home com- 
pletely wired. The wired chart is an ideal method of 


demonstrating the utility and convenience of modern 
home wiring. 


Ory of the most practical selling features of the “Exhibit 
of Everything Electrical for the Home” recently opened 
by the Electrical League of Cleveland is a cross-section in 
miniature of the interior of a home. This is completely 
wired with fixtures, switch combinations, pilot lights, and 
other wiring details, and these can actually be worked. 

A smaller panel at the left shows the garage, which can 
be lighted from the house; the other side illustrates an 
outside meter box with a glass cover. The lighting 
units are transparencies with lamps behind. This practical 
visualization of wiring conveniences would be worth its cost 
as a selling help to any contractor. The painting job was 
done for $50. The contractor can wire the frame himself at 
odd times and at small expense. 


Electrical Merchandising, September, 1925 








OD ODDO NO VE ODE ll 





“What I Have Learned About 
Selling Better Wiring Jobs— 


From the Mistakes I Made in Wiring My Own New Home” 


By GEORGE D. BARR 


Morgan-Barr Electric Company, Electrical Contractors, Greenville, S. C. 


AKING wiring layouts for 

M the other fellow, and doing 

the job for yourself, are two 

entirely different things. In the first 

instance, you plan and carry out, 

while in the second case, you have 
a chance to test results actually. 

Peculiarly situated, it has been the 
writer’s privilege to make many wir- 
ing layouts and plans. Later, enter- 
ing the contracting game, plans were 
not only made up but were also car- 
ried out. Installations were com- 
pleted. 

In fact, my first real job as a con- 
tractor, was installing a contract by 
a set of plans that I personally had 
completed in the engineering office 
which I had just left. Thus a view 
of the work was first obtained as the 
engineer, then as the contractor. 
The aspect was rather different. It 
was easy enough to spot outlets, 
panels and circuits over a drafting 
board. But when it came to actually 
installing these outlets, making the 
circuit runs, and connecting panels, 
the job presented itself in an entirely 











different phase and_ relationship. 

Then last summer, I sat down and 
planned my own home. Never was 
a draftsman more painstaking as to 
details, dimensions and _ outline. 
When it came to the wiring—here I 
was in my own realm, and so, I felt 
sure, as near as possible to perfec- 
tion would result. 


Was Planned for “Every Wiring 
Convenience” 


With care, I incorporated all the 
finer wiring points I had been using 
in times past for my customers who 
wanted the better class of house wir- 
ing. So I made my plans, built the 
house, moved in, and called it a day. 

Results? Yes, I can tell you about 
them. Fairly good, but far-removed 
from that state of wished-for per- 
fection. The house is wired nicely. 
There are plenty of outlets. Lots of 
switches are handy. But coming up 
constantly are numerous small de- 
ficiencies which the average con- 
tractor would hardly ever think of 
in making plans for his customer. 
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And yet they are defects easily 
avoided, and the elimination of which 
just adds that difference to the final 
results which should and will make 
any contractor’s work stand out 
beyond that of others. 

True these points are small ones, 
but in the final analysis it is the 
small things that count. To the 
readers of Electrical Merchandising 
who have to do the wiring of houses, 
a few points of interest are here 
presented, that have been discovered 
since the house is being used as a 
home. 

Let’s start at the front porch. In- 
stead of using the conventional two 
brackets, I placed a “ship’s lantern” 
at the front corner with a switch 
inside. Here I stopped. This has 
proven entirely satisfactory with one 
exception. And right here is a point 
with which I had never come into 
contact in five years of this kind of 
work. I should have put a switch 
for that light on the outside also. 

Why? For use when coming in at 
night. Answered easily, and cer- 
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2nd. Arrangement 


How THE First FLoor WAS ORIGINALLY WIRED AND How It SHOULD HAVE BEEN WIRED 
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tainly a small point—yet I had al- 
ways overlooked jit. The need of this 
extra switch was impressed on me 
the very first night I let myself into 
my new home, using a key from a 
great bunch of brand new ones the 
builder of my house had just turned 
over to me. I did not know the key, 
nor the lock. Yet I had wired my 
house, and wanted the perfect job, 
had a beautiful fixture very close, 
but could not turn it on. Since that 
experience, I have placed an outside 
switch on every layout with which 
I have had anything to do, and in 
every case the owner wanted this 
additional convenience when it was 
explained to him why. 


Plenty of Light in Living Room 


The living room has proven very 
satisfactory. There are six wall 
brackets, two of these are two-light 
and the others are single-light fix- 
tures. There is no center light over- 
head. Three duplex baseboard recep- 
tacles are placed so as to be con- 
venient to the front or back of the 
room. As we use portable lamps for 
reading almost altogether, we find 
the brackets fine for the general 
illumination of the room. The two 
brackets over the mantel are on one 
switch, and the four others are 
grouped on another switch. Each of 
these brackets are in turn controlled 
by pull switches, so we find we can 
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vary the light in this room from one 
light (25 watts), to twelve lights 
(550 watts) when all the lights on 
the walls and the reading lights are 
turned on. We find it indeed very 
nice to be able to vary the light as 
we want it. Imagine sitting and 
talking with friends in the subdued 
light of a softly illuminated 25-watt 
all-frosted. lamp. In come more 
friends, and card tables are forth- 
coming, until soon two tables of 
“bridge” are in progress. Then all 
the lights are cheerily ablaze and 
good fellowship abounds amid bright 
surroundings. Wired as the room 
is, we have plenty of light easily 
controlled. 

Then, in the dining room, we also 
believe we are right. We have in 
use one of the new dining-room fix- 
tures with two light silver brackets 
to match, and these are placed over 
the buffet. This is undoubtedly the 
best dining-room lighting I have ever 
seen, and it elicits many favorable 
comments. This particular fixture is 
so designed to light the _ table 
brightly, and throw a very soft and 
pleasing glow over those around the 
festive board. Those at the table do 
not see the actual light source itself. 
The brackets over the buffet add a 
very pleasing touch to the room, and 
the entire result is as good as could 
be desired. We have placed two 
baseboard receptacles for use of ap- 





SS 


| 


- 
f 


le 





7 


| | 
ry] 
LI 


1 





bude 





+> Down 








Basement lst. Plan 
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p/ Telight under 
front of house 


THE WIRING IN THE BASEMENT “BEFORE AND AFTER” 
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pliances in this room also, and find 
these very convenient. 

So far so good. 

In the inside hall was placed a 
center light on a three-way switch, 
and this arrangement has proven 
satisfactory. From the hall we enter 
the two bedrooms and the breakfast 
room and also go into the basement. 
I'll start on the breakfast room. 
“Easy,” I thought, “a center light 
overhead at the ceiling, controlled 
by a switch at the dining room,”’— 
which seemed to be the logical en- 
trance to the breakfast room. Here 
I missed it. We find the door from 
the hall-way into the breakfast room 
the most-used door in the whole 
house, and yet the switch is at the 
dining-room door. 


Centering Lights 


The light here is overhead and in 
the center of the room. I sit at the 
head of the table, and I have to eat 
in my own shadow. Why? Simply 
because the light is in the center of 
the room, where it should have been 
centered over the table. Now in my 
layouts I center these outlets over 
the table, and have always put this 
proposition across. 

The receptacle for the breakfast 
room was placed at switch height 
instead of in the baseboard, and was 
put up near the window at the end 
of the room, so as to be handy to 
the person at the end of the table, for 
appliances. This receptacle we find 


‘is placed properly, except that it is 


a little too high. It would have 
looked better at a height of 30 in., 
which is the same as the height of 
the table. 

On into the kitchen we find the 
electric range, over which is placed 
a handy drop-light, for use only 
while cooking is being carried on. 
This light has proved very valuable. 
There is in this room also a center 
light for the general illumination of 
the room, and placed at the ceiling, 
being controlled by a wall switch. 
An ironing board is located at the 
rear wall of this room, but we forgot 
all about putting a ruby light along- 
side the receptacle for the iron, and 
it is conspicuous by its absence. 

Each bedroom has a center light 
and a light over the dresser, with a 
baseboard receptacle near the door, 
entering from the hall. 

“Where am I going to attach the 
curling iron, George?” I was asked 
not long after we had moved in. 

“That is right, I had forgotten to 
take into consideration that bobbed 
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hair must be curled occasionally, 
when I planned this house, Little 
Lady. But I will bring out an elec- 
trician and have that taken care of 
very shortly. Pardon my forgetful- 
ness.” 

In the bath a light placed over the 
mirror on the medicine cabinet is 
handy for the morning shave, and a 
receptacle just at hand for heating 
water for that shave. The bath 
is O.K. 

Now let’s go down into the base- 
ment. 

“Turn on that switch at the head 
of the stairs. Nice to have a light 
down there at your command as you 
enter.” 

“Let’s go on out in the back yard,” 
you say. , 

“All right, out the door there.” 

“Not going to leave that light 
burning?” you ask. 

“Had hoped you wouldn’t notice 
that. Know what I did? I should 
have put a switch at that door to 
control the basement light, but I 
failed to do it. Need it when com- 
ing into the basement at night 
through this door also.” 

“You were going to tell me about 
some other changes you wanted to 
make in your lighting under here, 
what are they?” 


“Things I Now Wish Were 
Different” 


“TI should have put a light over the 
work bench, another over the coal 
bin, and still another way back up 
under the front part of the house, 
where the waterpipe cut-off is 
located.” 

“Lots of light in a basement, it 
seems to me, more than you need.” 

“No, I need every one of them, 
located where they are actually to 
be used for what they are wanted.” 

So we have the house wired com- 
pletely, not to mention a rather nice 
arrangement for the garage lighting, 
which includes a light inside and 
outside the garage, controlled by a 
set of three-way switches, one in- 
side the garage and the other at 
the back door. Also worth mention- 
ing is a special “burglar light” 
placed up high at the gable, and con- 
trolled at two places at the rear of 
the house, and at points where a gen- 
eral view of the back premises are 
to be had, when this light is turned 
on at night. 

Constant every-day use of this 
wiring system of mine, as described, 
brings out the so-called mistakes as 
noted, and of course most all of the 
changes will be made as time goes 
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on, or rather at such times as I have 
an electrician available around the 
shop for an odd job. 


Selling the Customer 
a Better Job 


But the proof of the whole thing 
comes something like this. Into our 
place of business there walks a man 
with a set of plans to cover the wir- 
ing on his house. 

“How much will this job cost me?” 
he asks. We go over the job and 
make him our price, and he closes 
for the job as it stands. 

“Now, Mr. Ballentine, since you 
have let us figure the job on the 
same basis as the other fellow, and 
have given us the work, will you al- 
low us to suggest some changes?” 

“What are they?” asks Mr. Bal- 
lentine. 

We explain with these results. 

First we sold him the idea of put- 
ting the switch on the outside for 
the porch light. Then from a sug- 
gestion, with the “reason why,” we 
sold him two additional receptacles 
in the living room. In fact we com- 
pletely remodeled the lighting lay- 
out in that customer’s home. Each 
step was explained as we went along, 
and the idea was put across in the 
majority of cases. We finally sold 
him a real good job, after changing 
the lay-out according to our sugges- 
tions. 

Yes, we admit we have been wir- 
ing houses for a good number of 
years. But we had never lived in one 
before that we had wired. 


5557 


Explaining the Convenience 
Outlet 


There has been some talk about 
the fact that the public does not 
understand what is meant by the 
term convenience outlet, and is not 
familiar with the significance of tell- 
tale lights, two and _ three-way 
switches, and other wiring details 
essential in the completely electrified 
home. The Philips Electrical Com- 
pany of Santa Paula, Calif., has 
recognized this widespread ignorance 
but, instead of endeavoring to make 
the titles of these articles under- 
stood, has concentrated its effort 
upon pointing out the existence and 
the use of the items themselves. 

A window display was built up 
showing a fairly complete assort- 
ment of switches and outlets. These 
were neatly mounted on wall board. 
The rear of the board was connected 
up to the lighting circuit so that it 
was possible to connect various ap- 
pliances to the board itself and to 
operate them by means of the various 
switches. Signs at either side of 
the window conveyed the message 
“The Completely Wired Home Is the 
Most Convenient” and “The Com- 
pletely Wired Home Rents and Sells 
Most Easily.” On the window itself 
was a poster urging the public to 
“buy at the well-lighted stores,” giv- 
ing the reasons. 

This display was used first as a 
separate window and then constantly 
with later windows as a background 
to other displays. 




















An effective window display used by the 
Phillips Electrical Company of Santa Paula 
to call attention to proper connections and 
how to use them. The connections were 


wired to the lighting circuit and various 
appliances connected and operated by 
means of the switches. Also used as a 
background to other displays 














Wiring and Selling Kinks 


Soliciting Wiring Work 
Brings Unexpected Results 


Very few contractor-dealers or 
“straight contractors” believe in 
soliciting wiring work in individual 
homes. The “Home Electrical” Shop 
at. 393 Bloomfield Ave., Montclair, 
N. J., sent out 6,000 copies of the 
letter given below. Incidentally, the 
6,000 names were secured from the 
telephone and business directories in 
that section. Three hundred sales 
were the result of this circular letter, 
and out of this number one hundred 
were wiring jobs ranging from $1.50 
to $25. 

Any number of houses in your 
town have socket troubles, shorts in 
the circuit, worn-out connections, and 
decrepit cellar wiring. The owners 
must simply be reminded to have 
them repaired. A letter like the 
one shown not only reminds the 
owners of wiring repairs but also 
suggests various pieces of mer- 
chandise that the average home 
needs. 

Wiring Reminders 

Is your wiring in good condition? If 
not, let us look it over before you go 
away. 

Is your aerial going to cause you any 
worry? Now is the time to repair it. 


Have you a lightning arrestor on 
your aerial? 





This 


box, with its two compartment 


shelves, is used to carry miscellaneous wir- 
ing material to jobs of the Westchester Re- 
pair and Supply Company, Mount Vernon 
New York, : 





«--------4$ ft. to floor-------- 





Convenience Outlets Beneath 


Shelf 


A novel scheme of installing convenience 
outlets in a contractor’s store is pictured 
above. The outlet boxes are installed every 
6 ft. in the shelving board and so allow a 
neat and covered job. The bottom of the 
shelf is 4 ft. from the floor level and the 
outlet boxes are directly underneath it. 
The shelving runs around the store and 
the BX cable is hidden behind the under 
board. This arrangement does away with 
the confusing tangle of exposed wires so 
prevalent in many electric contractors’ 
shops. 





Are the porch lights and outside out- 
lets ready for summer evenings? 

Are all of your appliances ready to 
use? If not, bring them in and let us 
test them out for you. 

If the washer or mangle needs atten- 
tion, phone us. 

Are you going to take your radio 
away with you? Is it in good order? 
Please give us time to test it for you. 

Have you a battery charger? We 
sell them and also charge and test your 
batteries if you do not care to invest 
in a charger. 

How about a nice little wicker lamp, 
at $12.50 for the porch or a wrought 
iron bridge lamp with shade, at $2.98 
complete. 

Last but not least, do not forget that 
we sell national Mazda bulbs and are 
delighted to serve you at all times. 

The “Home Electrical” Shop, 
Harry E. KeErstT, Prop. 
Phone: Montclair 764 


393 Bloomfield Ave., 
Montclair, N. J. 





To Carry Miscellaneous 


Material to Jobs 


The box at left is used by the 
Westchester Repair & Supply Com- 
pany, of Mount Vernon, N. Y., 
whose job supervisor has seen how 
much time is lost by a man needing 
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a small piece of material. This box 
was designed to help keep the men 
supplied at all times. 

In the small compartments of the 
upper shelf of the box are kept lock- 
nuts, condulets, fuses, connectors, 
etc. In the.lower shelf are carried 
couplings, spare tools and other mis- 
cellaneous material. 

The box is kept in the supervisor’s 
car and if a journeyman needs a few 
odds and ends to complete a job or 
section of work, the foreman can 
supply what is needed and so save a 
trip back to the shop, and also the 
journeyman’s time. 





No Back Door to Stock Room 


A good way to stop troublesome 
stock “leaks” has been thought out 
by the Austin Electric Supply Com- 
pany of White Plains, N. Y. 

Mr. Austin has placed his stock 
room in the rear end of his building 
with no back door. Accordingly, all 
material must go out the front way 
to the jobs. In this way there is no 
“leak” of material and incidentally 
Mr. Austin can generally look over 
outgoing material and see if it is 
what is needed on the job. 





Finds 15 Per Cent Advantage 
in Wiring Fixtures in Shop 


Under the stress of keen compe- 
tition, it is necessary to closely 
scrutinize costs on all jobs. 

In contracting to supply and in- 
stall fixtures in new houses, the 
amounts involved often run very 
high when a number of dwellings 
are being equipped simultaneously. 
A contract usually covers from fifty 
to 150 houses. 

The contractor who attempts to 
bid on such a contract with a view of 
purchasing the fixtures already as- 
sembled and wired will often find 
himself greatly underbid by his more 
enterprising competitors. For unas- 
sembled and unwired fixtures can 
usually be purchased for about 25 
per cent less than the assembled ones. 
A New York contractor has figured 
out that it costs 10 per cent to hire 
a mechanic and rent a work-room to 
do this work, leaving a 15 per cent 
margin on this single operation. 
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Little Lamp Lights, Showing 
Which Fuse Has Blown 
By HOYT CATLIN 


Bryant Electric Company, Bridgeport, Conn. 


While it is not always easy for a 
contractor to sell his customer on 
the proposition of a bigger wiring 
job for the building he is erecting, 
it is often quite simple to show that 
owner how he can improve the in- 
stallation and make it more service- 
able. The result is the same, 
because the improved installation 
costs more to install and brings a 
larger profit. There are many re- 
finements which the ingenious con- 
tractor can devise and arrange for 
his customers that will accomplish 
the main object—that of giving bet- 
ter service to the builder and more 
profit to the contractor. 

The arrangements in the average 
building for providing fuse-cutout 
bases are usually so simple that they 
do not give the best service to the 
user of electricity, nor do they pro- 
vide the maximum convenience. 
When a fuse blows, it is almost al- 
ways difficult to determine just what 
fuse has blown, even after the circuit 
has been identified. And, since, in 
most homes the fuses are installed 
in a simple metal box in the base- 
ment without means for marking the 
circuits to which they are connected, 
it is almost invariably a nuisance for 
the householder to replace a blown 
fuse. This is particularly so if the 
fuse blows at night, when he must 
fumble through the darkness, light- 
ing matches to guide his pathway 
to the fuse box. 


How to Adapt Standard Parts 
to Purpose 


Now that the Code permits and 
recommends the use of single, fused 
circuits, it is easy for the contractor, 
by using standard materials to pro- 
vide a positive means for identify- 
ing blown fuses. If a 110-volt lamp 
be wired in shunt across the two 
terminals of a fuse in the un- 
grounded side of a circuit, then 
when the fuse blows, all the current 
will be shunted through the lamp, 
causing it to burn. A dead short- 
circuit on the line will light the 
lamp at full brilliancy. 

By taking standard double-pole 


from Shop and Job 


plug fuse-cutout bases of the main 
line type or of the branch type and 
removing from one screw shell the 
customary fuse, you can arrange the 
cutout block so that a lamp will light 
when the fuse in the other recep- 
tacle melts. Here is the way to 
do it— 


Put Fuse Receptacles in Parallel 


Connect the grounded feed wire 
to one side of the branch circuit 
without going through the block and 
without having any fuse in that 
side. Connect the other’ un- 
grounded feed-wire to one terminal 
of the fuse block. Place a fuse in 
the receptacle connected to that ter- 
minal. Connect the other terminal 
of that fuse receptacle to the un- 
grounded wire of the branch circuit. 
Now connect the second fuse recep- 
tacle in parallel with the first. Into 
the unfused receptacle screw a 
standard ‘medium - to - candelabra- 
base” socket reducer. These socket 
reducers you can purchase from any 
jobber handling wiring devices. 
Into the candelabra-size screw shell 
of the reducer, screw a standard 
candelabra-base 125-volt 2-cp. lamp. 
This size of lamp is kept in stock by 
most contractors and can be pur- 
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When a fuse blows, it is almost always 
difficult to determine just what fuse has 
blown, even after the circuit has been 
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chased from practically any jobber 
of electrical materials. 

This arrangement adds but very 
little to the cost of a wiring instal- 
lation but it makes a great selling 
point for the job, for it changes the 
task of replacing a fuse from a dis- 
agreeable, uncertain job to an easy 
straightforward removal of the 
blown fuse and its replacement by a 
new one. 

The miniature-base lamp used in 
this way will last forever because it 
never burns except when a fuse is 
blown. 





Quick Inspections and Con- 
nections Please Customers 


A matter that builds up good will 
and increases sales for the electrical 
contractor is the getting of prompt 
service for the customer when the 
wiring and fixtures are finally in- 
stalled. This can be accomplished by 
having cordial relations with the in- 
spectors and the local lighting com- 
pany and its employees. The time 
spent in cultivating such relations 
results in quick inspections, permits 
and service, the value of which to 
any contractor’s business can be 
measured in dollars and cents. 
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the use of single-fused circuits The « 
tractor can wire a 110-volt lamp in shunt 


However, now the code permits 





across the terminals of a fuse, and when 
the fuse blows, the current will go through 
the lamp and light it. 































































Answers to Questions on the Code 


Discussion of Wiring and Construction Problems— 






Nationally Known Authority Answers Ques- 


tions of 


“Electrical Merchandising 


By VICTOR H. TOUSLEY 


Chief of Electrical Inspection, City of Chicago 


999 
Ss 


Readers 


Member of Electrical (Code) Committee, N. F. P. A. 


Starting Connections for 
Three-Phase Motor 


QUESTION: I am sending a 
sketch of a three-phase motor con- 
nection and wish to know if it com- 
plies with the rules on running and 
starting-fuse protection. In place of 
the usual starting compensator the 
motor is started with the coils con- 
nected in “star.” When up to speed 
the switch is thrown over and the 
motor is connected in “delta.” 


ANSWER: A diagrammatic con- 
nection of both the starting and run- 
ning conditions are shown in the 
accompanying circuit sketch. When 
the motor starts, the stator windings 
are connected in “star.” The start- 
ing fuses are in circuit and the run- 
ning fuses cut out. The conditions 
existing, so far as fuse protection is 
concerned, when the motor is in the 
running position or delta connected, 
are shown at the right of the figure. 
Here it will be seen that each main 
phase splits at the motor, part of the 
current passing through the running 
fuse to one phase and part of the 
current passing direct to the other 
phase winding without fuse protec- 
tion. Kach phase is, however, pro- 
vided with a fuse at one end of the 
winding. While the current in the 
main feeding the motor, and that 
passing to each of the phases con- 
nected to the feed, varies consider- 
ably over the period of a cycle, still 
it is the writer’s belief that these 
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Diagram of switch connections and fuses 
for starting three-phase motor. 
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Three-phase motor connection showing how 
coils are connected in star for starting, and 
in delta through fuses, for running position. 





fuses afford complete protection and 
can be of a size small enough to 
properly protect the stator windings 
in the running position. 


Grounding of Service Wires 
and Service Conduit 


QUESTION: Accompanying are 
two self-explaining sketches regard- 
ing grounding service and service 
conduit. The one at the right is 
approved by the inspection depart- 
ment; the one at the left is not 
approved, for the reason that it con- 
tains two ground wires in the same 
conduit while the others are sepa- 
rated. I will appreciate your com- 
ments why one is approved and the 
other not. 


ANSWER: The ruling of the in- 
spection department in this case is 
probably based upon their particular 
interpretation of rule 904c which 
reads: “Where the service conduit 
is grounded, its grounding conductor 
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shall be run from it directly to the 
ground, no portion of the house con- 
duit being used as a part of the 
grounding conductor.” It is possible 
to interpret the expression “directly 
to the ground” as requiring the con- 
struction shown at the right and 
prohibiting the construction shown 
at the left. It is also possible to 
interpret the statement that “no por- 
tion of the house conduit being used 
as a part of the grounding con- 
ductor” to forbid the construction 
shown at the left. 

Both methods of grounding are 
subject to possible criticism although 
the method shown at the right ap- 
parently satisfies the Code require- 
ments. Assuming an_ accidental 
ground between one of the _ live 
service wires and the service con- 
duit, the excessive current which 
will flow to ground has two paths 
open to it; one through the ground 
wire to the water pipe and the other 
through the conduit itself to the 
water pipe. With the method of 
grounding shown at the left, that 
current which passes to ground 
through the conduit must pass 
through the metal of the cabinet 
and through the connection made by 
two sets of locknuts and bushings. 
There is no question but that the 
path of current to ground over the 
conduit itself is much more efficient 
in the method shown at the right. 

Incidentally, however, the method 
shown at the left offers some advan- 
tages. The choking effect of a 
single wire in conduit is well known. 
Connecting the wires to each end of 
the conduit undoubtedly cuts down 
this choking effect. With the 
method shown at the left a heavy 
flow of current from a ground in 
the service conduit must pass down 
the grounding wire and the ground- 
ing conduit to the water pipe. From 
this point the current will flow over 
two paths back to the secondary of 
the transformer. One path will be 
through the water pipe and ground 
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to the grounding circuit of the trans- 
former and back to the secondary. 
The other path will be through the 
more direct copper circuit of the con- 
ductor which grounds the neutral 
point of the switch, then through 
the neutral service wire direct to 
the transformer secondary. That 
part of the return current which 
flows back through the neutral 
grounding conductor will tend to 
overcome the inductive effect of the 
current flowing downward through 
the wires, with a result that the 
impedance of the entire grounding 
circuit is reduced and the trans- 
former fuse be more liable to blow. 
With the method shown at the right, 
the neutralizing effect of this return 
current is lost. 

The whole problem of grounding 
is going through an _ evolutionary 
stage as is evidenced by the variety 
of grounding methods in use in dif- 
ferent localities. The questioner 
should comply strictly with the rul- 
ing of the inspection department 
haying jurisdiction over his work. 
They are undoubtedly familiar with 
the questions involved and are re- 
quiring what in their judgment is 
the intent of the Code. 


When Time-Switch 
Requires Hand-Switch 


QUESTION: Do the rules of the 
Code require a switch, either snap or 
knife, placed ahead of a time-switch? 

ANSWER: The Code does not, as 
a general rule, require a switch 
ahead of a time-switch. There are 
some instances in the Code where 
the provision of a switch is de- 
manded. Motor circuits and heater 
circuits must have switches, so also 
must outline lighting. If a time- 
switch is used to control a circuit of 
this type it would not suffice as the 
switching device unless the time 
switch was capable of manual oper- 
ation, indicated whether on or off 
and complied in general with the 
usual switch rules. Most time- 
switches do not so comply. In those 
instances where the Code rules do 
not require the provision of a switch 
it is not necessary to install a switch 
ahead of a time-switch. 


Marked Wires in 
Three-Phase Circuits 
QUESTION: Below we have a 
three-phase, 115-volt secondary for 
lighting, one wire at ground poten- 
tial, as I understand the Code re- 
quires. This gives us ground poten- 
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Grounding of service wires and service con- 
duit. The construction shown at the left 
is objected to because two ground wires are 
contained in the same conduit, while the 
others are separated. The construction in- 
dicated at the right apparently satisfies 
Code requirements. 





tial on one side of each phase A and 
C, but neither side of phase B. 
Which, if either, of the two wires 
of phase B should be the marked 
wire, and how would a person repair- 
ing any lamp or appliance on phase 
B be governed in his work, being 
accustomed to finding a circuit dead, 
or at ground potential, when the 
switch is opened? This is a uni- 
versal switch with one side solid for 
the neutral wire. 


ANSWER: Rule 601b_ reads: 
“For conductor sizes No. 8 and 
smaller the neutral wire on _ all 
3-wire circuits and one conductor on 
all 2-wire circuits shall have a con- 
tinuous identifying marker. * * * 
When one of the circuit wires it to 
be grounded, the ground connection 
shall be made to this identified 
wire.” 

There has been considerable dis- 
cussion and some _ difference of 
opinion expressed concerning the 
intent of this rule. The language 
of the rule quite clearly states that 
one wire of every 2-wire circuit 
shall be identified, and the language 
of the rule would evidently require 
a marked wire on the circuits con- 
nected to phase B. It is the writer’s 
belief, however, that the intent of a 
marked wire is to indicate always a 
wire at ground potential and it 
would appear that a certain element 
of danger might be introduced by 
varying from this principle. 

The contention is made that every 
2-wire circuit, even though originally 
installed on a system where neither 
wire was at ground potential, would 
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probably ultimately be connected to 
a system with a wire at ground 
potential, and provision should, there- 
fore, be made in the original instal- 
lation for this possible change. 

It will also be noted that a strict 
application of. the rule cited above 
would require a marked wire on a 
220 volt 2-wire motor circuit where 
neither wire is, or probably ever 
would be, at ground potential. This, 
undoubtedly, is not the intention of 
the Code. 

As previously stated, it is the 
writer’s personal belief that, from a 
standpoint of safety, a marked wire 
should never be used except for a 
wire at ground potential. With all 
branch circuits connected to phase B 
equipped with single-pole switches, 
no violation of rule 1204a would 
result. This rule states that a single- 
pole switch shall not be placed in a 
neutral wire, it does not require that 
the switch be placed in the live wire. 
While the use of single-pole switches 
or phase B would tend to mislead a 
person into believing all wires dead 
when the switch was off, still the 
original Code rules, before the ad- 
vent of the marked wire system, did 
not require the switch to be placed 
in the “live” wire. This require- 
ment is just one more step in the 
advancement of the Code and while 
the failure to comply with the provi- 
sion in the circuit connected to phase 
B is to be regretted, still it would 
not seem to the writer that condi- 
tions warrant the special provision 
of double-pole switches. 
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Three-phase secondary with one wire 
grounded. Obviously neither of the wires 
in circuit B can never be at ground poten- 
tial. The writer inquires, then, which wire 
is to be the “marked” wire on such a 
circuit? 





Editors’ Note— Mr. Tousley’s replies are not to be 
considered as official interpretations of the National 
Electrical Code. While it is the object to assist in a 
more thorough understanding of the Code, it is real- 
ized that some of the rules permit of varying interpre- 
tations. It is advised, therefore, that in every case 
the questioner be guided by the inspection depart- 
ment having jurisdiction. 

Wherever in these discussions there may be a 
difference of opinion, Electrical Merchandising would 
be glad to have your views. 
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The Business Magazin: of the Ele t-ical Trade 


believes that: 


FOLECTRICAL leaders in every community need to be awakened 
to the importance of at once setting up Red Seal standards 
for residence wiring, in their own localities, in order that builders 
of new homes may have a measure of electrlal convenience. 

Especially is this important right now, when residence building 
if going on at a rapid rate and new customers are being added to 
electrical-light-company lines in numbers unparallelled in electrical 
history. The time to get these thousands of houses wired to Red 
Seal standards is this Fall! 





Ten Dollars and Eighty-eight Cents 
a Year Is Too Slow 


FTER all the years of intensive hard work that 

have been put into selling the electrical-appliance 
idea to the American public, it is pretty disappointing 
to find that, as the net result of all this effort, we are 
moving on the average only $10.88 per year into the 
residence customer’s home. The figures for average 
sales in some eighty communities, large and small, pre- 
sented on preceding pages of this issue, should give 
every electrical-appliance man cause for serious 
thought. 

One cannot study the results of the survey without 
wondering about the adequacy of present appliance sell- 
ing methods and sales philosophy. As we have seen, 
here is a list of ten appliances that should be in every 
home. They total in retail value about $972. Selling 
at our present rate of $10.88 per year, we are cutting 
into our task at the rate of about one per cent per 
year. To do a complete job in equipping present elec- 
tricity users would, at this rate, take nearly one 
hundred years. 

Surely present results point the need of new selling 
methods and new selling energy. 





How the Red Seal Gathers 
Momentum as It Goes 


ORONTO, so far, is the only city on the American 

continent which has had any considerable experi- 
ence with the Red Seal Plan. Now in its second year 
in the Ontario metropolis, and with some five hundred 
houses equipped to Red Seal standards, the Red Seal 
operations of the Toronto electrical league can be 
studied to advantage by electrical men on this side of 
the line who want to put the Red Seal idea to work in 
their own communities. It is with this thought in mind 
that Electrical Merchandising has recorded the Toronto 
progress over the past two years, devoting many pages 
to detailing the actual experience of Toronto contractors 
and the Toronto electrical trade in cashing in on Red 
Seal results. 

To those electrical men in American cities who are 
now going through the trials of launching the Red Seal 
plan locally and getting builders to take it up, one detail 
from the Toronto experience should prove encouraging. 
The Toronto campaign moved slowly the first year or 
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so, in terms of houses equipped. But in the last six 
months Toronto has seen more Red Seal jobs installed, 
than were put in the preceding eighteen months of 
effort. Evidently, though a Red Seal campaign starts 
slowly, it soon gets away to whirlwind speed. 





Between Long and Short Discounts, 
How Long Will He Last? 


OW long can you sell a losing dealer, Mr. Manu- 
facturer and Mr. Distributor? Obviously only so 
jong as he remains solvent. 

The mortality rate amongst electrical retailers is 
high—too high. This is especially true amongst the 
smaller dealers. It is an open secret they are about the 
only class of retailers operating on the shorter discounts 
today. If specialty dealers, department stores jnd 
central stations, favored with long discounts, find it 
difficult to realize a profit from their electrical appli- 
ance operations, is it reasonable to assume the smaller 
dealers should be able to make a go of it without such 
aid? 

When a manufacturer sets the retail price at which 
an article is to be sold and the jobber or distributor 
endorses this price through a series of discounts, 
perforce they assume a large part of the responsibility 
for the success of the dealers to whom they sell. The 
presumption is that such discounts are based on an 
accurate knowledge of the cost of doing business at 
retail and the margin allowed the retailer is sufficient to 
cover his cost of doing business and leave a compensat- 
ing balance for his work and worry. But in how many 
cases are discounts based on such knowledge? And 
how many manufacturers and: distributors possess 
accurate cost-of-doing-business figures of retailers? For 
that matter, how many retailers actually know what it 
costs them to sell appliances—and keep them sold? 





Widely-Diversified, Prosperous 
Dealer-Customers Needed 


VERY manufacturer knows that the strength of his 

position is in direct proportion to his numerical and 
geographical dealer set-up. The ideal set-up is a large 
number of prosperous, well-located dealers so scattered 
that sectional depressions are minimized. But the 
tendency is not that way today. Rather the opposite. 
The position of the manufacturer whose product moves 
through a comparatively few large outlets, and of course 
at the maximum discounts, is not a happy one and 
sooner or later he must pay the penalty for such short- 
sightedness. 

Larger discounts alone are not going to cure present 
conditions however. Better merchandising methods 
will. Mutual education through closer co-operation is 
the only solution. This involves the setting up of 
standards of economical management, stock-contro!l or 
turnover, financing, advertising, display, selling methods, 
store and stock-keeping on the part of retailers and a 
more intimate knowledge of the retailers costs and a 
more sympathetic understanding of his problems upon 
the part of manufacturers and distributors. 

It is no mere coincidence that Electrical Merchandis- 
ing finds, almost without exception, that dealers 
throughout the country are making no headway and are 
discouraged about the future. Present margins are 
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insufficient for present methods. One or the other 
must change. Which shall it be—larger discounts, 
which probably mean higher list prices, or better busi- 
ness methods? 

Manufacturer and distributor must help the dealer 
help himself. The laborer is worthy of his hire. 





The Dishwasher as a Creator of Popular 
Interest in the Electrical Idea 


UDDENLY,—almost overnight it would seem,—the 

electric refrigerator has caught the fancy of the 
American public, and sales of this device are now taxing 
the capacity of the makers. The electric ice-box holds 
the imagination of the public as being a near-magic 
substitute for an at-best troublesome item of household 
equipment. 

But in the electric-appliance family there is another 
Cinderella, also destined to blossom forth at the touch 
of that belated prince, Popular Interest. This is the 
electric dishwasher, a device certainly due soon to come 
into its own in public favor. 

For the dishwasher is the one electric appliance yet 
little known or accepted by the public, which has an 
inherent strong “interest appeal’”—an appeal as funda- 
mental as its own solution of the problem of 15 hours’ 
home drudgery a week. Properly promoted before the 
public, the idea of “washing dishes by electricity” 
possesses certain of the spectacular elements of electric 
refrigeration and even radio—in ability to stimulate 
popular interest and to bring new faces into the elec- 
tric shop. 

Several dealers, we know of, are building their fall 
publicity plans about the dishwasher as the magic wand 
to whisk away the housewife’s troubles. These mer- 
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chants are putting advertising appropriations into this 
device as a “leader” and as a novelty which will create 
fresh interest in their general appliance lines,—besides 
selling dishwashers also. Their lead in thus dramatiz- 
ing the dishwasher is one which electrical merchants 
generally should not overlook. For electrical shops 
everywhere can well utilize the appeal of this useful 


appliance as a re-creator of popular interest in the whole 
electrical idea. 





Don’t Let’s Talk Fear Into Electric 


Refrigeration 


HE other day a prominent banker in a western 

city telephoned the electric power company to see 
if it was true that the refrigerant used in the electric 
refrigerator in his home was a poisonous gas. A sales- 
man had told him so. In another western city another 
salesman got the bright idea of carrying a sample of a 
mal-cdorous competitive refrigerant in a bottle and 
ietting his prospective customers take a smell. In both 
cases these men were working against refrigeration— 
not for it. 

There is a great market ready for the man who sells 
electric refrigeration to the American home. People 
are eager for this newest service from electricity. The 
problem of the next few years will be to manufacture 
and to sell fast enough to meet this growing demand. 
There is no excuse therefore for any salesman “knock- 
ing” any good competitive machine for there is business 
enough and to spare. Above all, he must not attack 
public confidence in the processes or properties of elec- 
trical refrigeration by talking fear into the picture. 
We must not let our enthusiastic salesmen lose their 
heads in their efforts to sell. 





























More Time for James H. McGraw Awards 


Closing Dates for Entries in the Contest for the Manufacturer’s 
and Jobber’s Medals and the Medal for Co-operation Advanced to 
October 1st—For Contractor-Dealer Medal Until September 15th 


HE closing dates for the 

filing of entries for the 
James H. McGraw Awards 
for Electrical Men have been 
extended to provide a little 
more time in which contestants 
may present their suggestions. 
There are to be four awards— 
a Manufacturer’s Medal, a 
Jobber’s Medal and a Con- 
tractor-Dealer’s Medal, and 
also a Medal for Co-operation 
which is open to officials or 
employees of any central sta- 
tion, manufacturing, jobbing 
or contractor dealer organiza- 
tion or of any local electrical 
league or national electrical 
association of the United 
States or Canada. In each 
case a purse of $100 in gold 
will be awarded. 


The manufacturer’s, job- 
ber’s and contractor-dealer’s 
awards will be presented to 
the man who during the year 
1924 made the most construc- 
tive contributions to the com- 
mercial development of each 
of these three branches of the 
industry. The medal for co- 
operation will be awarded to 
that man who has done most 
to promote co-operation and 
harmony between any two or 
more branches of the electrical 
industry within the same 
period. These awards will 
hereafter be made annually. 

September first had been the 
time set for the closing of the 
contests for each award. To 
provide more opportunity for 
the discussion of the awards 


and the’ presentation of 
entries, the closing date has 
been advanced to October first 
in the case of the Manufac- 
turer’s and Jobber’s Medals 
and the Medal for Co-opera- 
tion. The closing date for the 
Contractor-Dealer’s Medal will 
be September 15th, just in 
time so that the presentation 
of this award may be made at 
the convention of the Associa- 
tion of Electragists-Interna- 
tional, at West Baden Springs, 
Indiana, on September 24th. 

Full information as to these 
Awards may be obtained by 
addressing the James H. Mc- 
Graw Awards, in care of the 
Society for Electrical Develop- 
ment, 522 Fifth Avenue, New 
York City. 
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Heavy-Duty Grinder 
Electrical Merchandising, September, 1925 


The Hisey-Wolf Machine Company, 
Cincinnati, Ohio, has brought out a new 
5-hp. grinder which is recommended for 
heavy duty production and general util- 
ity work. It is equipped for grinding 
wheels with face 18-in. diameter by 3-in. 
Regular equipment accompanying the 
grinder includes a full safety automatic 
motor starter. two full safety combina- 
tion wheel guards and standard conduit 
fitting attached on the rear side for con- 
venience in connecting up. Intended 
price, $395. 


BENDO PAT PEND. 





Device for Bending 
Metal Molding 


Electrical Merchandising, September, 1925 


3ends, offsets and jumpers may be 
made quickly and conveniently by means 
of the ‘‘Bendo”’—a device brought out 
by Alfred Whiteley, Inc., 84 John Street, 
New York City. 3esides time saving, 
the company points out, fittings are also 
saved; the molding is not spoiled, cap- 
ping does not spread and is easily re- 
moved and replaced. Intended retail 
price, $4. 





Extension Connector 
Electrical Merchandising, September, 1925 


Although the greatest use of the ex- 
tension connector of the H. B. Sherman 
Manufacturing Company, Battle Creek, 
Mich., is in radio, it also has many 
other general uses, such as appliance 
cord extensions, small motor connections, 
ete. It is a combination of two fixture 
connectors in an insulating case and is 
used for extending or branching all 
double conductor wires without tape or 
solder. Intended retail price, 60c. 














To Help You Buy for Fall Requirements-— 





Electric Door Opener 
Electrical Merchandising, September, 1925 


Operating from any convenient light 
or power circuit, the ‘“‘Cyco” automatic 
electric door opener manufactured by 
Charles F, Young, 3954 Ludlow Street, 
Philadelphia, Pa., is made for use on all 
types of doors. It may be operated 
from one or many control points. The 
doors may be operated either by cable, 
both directions, or opened by weights 
or springs. Automatic locking and auto- 
matic lighting control may be had in 
private garages, where desired. The 
motor is an Emerson-Cyco special con- 
stant-speed instantaneous reverse 4.c., 
110-220 volt, 4 hp. repulsion-induction 
type or 34 hp. d.c., with waste-packed 
lubrication. In connection with this door 
opener, the ‘“Cyco” distant control 
system and door signel system may be 
employed. 

















One-Day Battery Charging 
Outfit 


Electrical Merchandising, September, 1925 


For the small shop that wishes to 
obtain maximum profits from a small 
battery business and for initial installa- 
tiédns in small battery stations, the Ho- 
bart Brothers Company, Troy, Ohio, has 
developed a small “One Day” charger. 
Its capacity is one to six batteries, 50- 
60 amp. output. It is furnished com- 
plete with bus bars, battery bench, con- 
necting cables for the charging of new 
batteries, radio and sulphated batteries. 
Intended price, $25 cash and ten monthly 
payments of $17. 
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Adjustable Range Pressure 
Switch 


Electrical Merchandising, September, 1925 


Several uses are pointed out by the 
Penn Electric Company, Des _ Moines, 
Iowa, for its Type RAB adjustable 
range switch, which is especially de- 
signed for service where it is desirable 
to have a small and accurate variation, 
or range, between opening and closing 
points. On this switch the range is ad- 
justable. The minimum variation is ap- 
proximately 3 lb. and it may be ad- 
justed to operate at any desired varia- 
tion from this up to 30 or 40 Ih. 
Its hp. capacity is: d.c. 1 hp.; single 
phase a.c., 1 hp.; polyphase a.c. hp. 
Maximum voltage, 250. Intended price, 
with release valve, $24.80; without 
valve, $22. 

















Outlet Box Hanger 


Electrical Merchandising, September, 1925 


That the “Fitz-M-All’ outlet box 
hanger can be used with equal results on 
old or new work with conduit, loom or 
armored cable and that it can be posi- 
tioned up or down for deep or shallow 
boxes, sliding in or out to the position 
desired, is pointed out by its manu- 
facturer, the Mid-West Metal Products 
Company, Muncie, Ind. Any style box 
may be used, for the hanger does not 
interfere with conduit pipes, cable or 
wire, it is explained. It is made in 
two sections for easy installation on all 
work. 





Renewable Fuse 
Electrical Merchandising, September, 1925 


A new type of knife-blade renewable 
fuse consisting of six parts only, has 
been brought out by_the Johns-Pratt 
Company, Hartford, Conn. These six 
parts consist of the knife blades with 
renewable link, a two-part spacing and 
lock washer, two end caps and a fibre 
tube with two threaded metallic ends. 
These six elements, the company points 
out, can be assembled in 20 sec. 
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Floor Boxes and Fittings 
Electrical Merchandising, September, 1925 


The Adapti Manufacturing Company, 
Cleveland, Ohio, is making a new line 
of floor boxes and fittings for ‘‘under 
floor’ installation. These floor outlets 
are somewhat larger than the usual 
“Pll” or ‘‘Tee” fitting but are consider- 
ably smaller than the ordinary floor 
box types, thus combining the advan- 
tages of compactness and ample room 
for wire and working space. They can 
be installed in any type of fire-proof 
floor construction. Plugs for connecting 
to under floor system are standard and 
interchangeable with other plug recep- 
tacles that may be installed. 





Adjustable Offset Connector 


Electrical Merchandising, September, 1925 


To eliminate offsetting Wiremold con- 
duit in connecting with surface type 
panel cabinets, the American Wiremold 
Company, Hartford, Conn., has designed 
a new fitting,—an adjustable offset con- 
nector, illustrated herewith. The base 
has a chase nipple with locknut in an 
elongated slot in the bottom to connect 
with knockout in cabinet and to permit 
of adjusting fitting flush with wall. In 
the back it has a knockout for 3-in. 
pipe and a tongue at the end for slip 
joint connection with No. 500 or No. 
700 Wiremold conduit and a cover piece. 
The cover is fastened into place by 
Snapping its curls in the one end over 
No. 500 or No. 700 Wiremold conduit 
and locking the slots in the opposite 
end into the lugs of its base-plate. 








Clamp Strain Relief Cap 
Electrical Merchandising, September, 1925 


An important advantage of the new 
clamp strain relief cap of Harvey Hub- 
bell, Inc., Bridgeport, Conn., its manu- 
facturer points out, is the adjustable 
clamp feature which provides a greater 
range for different sizes of cord, thus 
Saving time in wiring. This clamp is 
made in both two and three-wire types. 


. 





Device for Dipping Solder 
Electrical Merchandising, September, 1925 


The purpose of the new “Jiffy” solder 
dipper of Paul W. Koch & Company, 
19 South Wells Street, Chicago, IIll., is 
to solder pig-tail joints and to tin cable 
ends without the necessity of constant 
use of the blow torch. It consists of a 
heat-retaining, swinging cup, cast from 
gray iron, which stays upright regard- 
less of the position in which the handle 
is carried. The handle is black enamel 
finish with copper-plate malleable yoke. 
The dipper is intended to solder or tin 
from 50 to 75 joints or cables with one 
heat. 




















Switch Box Support 
Electrical Merchandising, September, 1925 
The E-K switch box supporting strips 


brought out by Ridlen & Ridlen, Fort 
Wayne, Ind., are made of 3 in. galvan- 


ized angle iron and are 18 in. long. 
These strips may be used on conduit, 
B-X and knob and tube installations 


and are made to support not only switch 
boxes but 3 in. and 4 in. shallow and 
deep boxes and loom plates. The strips 
are formed in an equal angle with slots 
that extend into each flange. A small 
web between the slots prevents the boxes 
from sliding along the strip. There are 
eight slots so each set of strips will 
accomodate from one to eight boxes, 
holding the boxes securely without the 
aid of screws or bolts. The lath sup- 
ports are made of galvanized iron and 
the lath can be quickly placed in the 
slot and held in the proper position with 
ample space between them for plaster 
clinch without trimming the lath. 
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Bell Ringing Transformers 


Electrical Merchandising, September, 1925 


George Richards & Company, Inc., 
557 West Monroe Street, Chicago, an- 
nounces the manufacturer of a line of 


bell ringing transformers known as the 
‘“Hemco Mould” bell ringing transform- 


ers. They are made in single circuit 
and three-wire circuit, 110 = volts, 
60 cycle. These transformers, the com- 


pany points out, are moulded of a spe- 
cial material having mechanical strength 
and insulating properties, and are not 
affected by moisture. They are com- 
pletely insulated, it is explained, and 
grounding is unnecessary. 























Portable Sawing Rig 
With Suction Fan 


Electrical Merchandising, September, 1925 


The Koontz Bros. Electric Company, 
South Bend, Ind., is manufacturing a 
portable motor - driven sawing rig 
equipped with a suction fan direct-con- 


nected to the motor which collects the 
sawdust in a cloth bag suspended from 
the back of the frame. The machine 
is mounted on legs making it easy to 
move about. Another feature is the 


adjustable table top. The machine can 
be connected to any light socket and is 
equipped with an &-in. saw running on 
a ball bearing arbor shaft, driven by a 
{ hp. Westinghouse repulsion-type mo- 
tor, 60 cycles, single phase, 110 and 
220 volts. Besides numerous other ap- 
plications the machine can be used in 


electrical repair shops. For this pur- 
pose an attachment is furnished which 
may be used in connection with a car- 


borundum wheel for 


brushes, 


making carbon 

















Heavy-Duty Soldering Iron 
Electrical Merchandising, September, 1925 
To meet 
a soldering 
work, Harold 
rence Street, 


extreme requirements where 
iron is required for heavy 
Is. Trent, 259 North Law- 
Philadelphia, Pa., has de- 
signed a wide tip iron that is made 
in two styles, spear shape and hatchet 
shape. Both types have a copper tip 
in which the heating unit is clamped 
and which can be left on _ indefinitely 
at its rated voltage without overheating 
the tip or burning out the unit, the 
manufacurer explains. The wattage is 
500 at 110 volts. The iron complete 
weighs 54 lb. and the tip is 3 in. wide 
by 4 in. on its working surface. 


Flush Receptacles 


Electrical Merchandising, September, 1925 


The C-H wiring device line of the 
Cutler-Hammer Manufacturing Com- 
pany, Milwaukee, Wis., now includes 


new single and double flush receptacles, 
small and shallow, made of C-H Ther- 
moplax cold-molded insulation. The re- 
ceptacles have T-slots for accommo- 
dating standard attaching caps and are 
rated at 10 amp., 250 volts. The cata- 
log numbers are 7910 for the single 
receptacle and 7920 for the duplex 















































The finest retail stores 
in the country sell The 
Hoover. Many of them 
have done so for more 
than ten years. 







































































“Dealer Helps” the Manufacturers Offer 


Show Window, Counter, Mail Advertising and Specialty 
Aids Offered to Help the Dealer Get More Business 


All About Electric 


Ventilators 


There is very much more to selling 
electrical ventilating equipment than 
merely pointing out its advantages. 
For instance, knowing the type of fan 
to recommend for a given installation; 
the right and wrong location for a fan; 
the various air changes for different 
classes of industry, etc. 

To place in convenient form all in- 
formation regarding electrical ventila- 
tion, the Ilg Ventilating Company, 2850 
North Crawford Avenue, Chicago, has 
prepared a Dealers and Contractors 
Manual, “Simple Instructions for In- 
stalling Ilg Ventilating Fans.” This 
manual takes up all types of installa- 
tions and is profusely illustrated with 
sketches. There is also a table, with 
suggested air changes for restaurants, 
stores, residence kitchens, garages, 
offices, theatres, etc. Instructions for 
figuring air change are also given. 

The booklet is available upon request. 
It contains 34 pages and is more than 
a catalog or piece of literature for it 
gives only “horse sense” suggestions 
and, says the company, knocks the 
mystery out of the ventilating fan 
field. 





The National Stamping & Electric 
Works, 3212 West Lake Street, Chi- 
cago, has available to its dealers a 
window cut-out in colors on its vibra- 
tory outfit. Bulletin No. 36, giving 
complete line of “White Cross” electri- 
cal appliances is now ready for dis- 
tribution. 


The Marion Electric Corporation, 
Marion, Ind., is issuing an 8-page folder 
on its “Ev’ryday” hair dryer and a 
4-page folder on its electric iron. These 
appliances were recently added to its 
line of electrical household products. 
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Right and wrong way to install a fan. Note 
in the one sketch how the air “short cir- 
cuits” and leaves the space in rear of the 
room “dead” or unventilated. By placing 
the fan directly opposite points of intake, 
a complete circulation is created through 
tne entire room, as indicated in the “right” 
sketch. 





“Lighting Glassware for the Home 
and Business” is the name of a new 
28-page catalog just issued by the Con- 
solidated Lamp & Glass Company, 
Coraopolis, Pa. The section devoted to 
residential lighting is arranged in log- 
ical sequence by rooms, the illustrations 
showing the proper placement of lights 
and suitable fixtures for the glassware 
cataloged. A number of new and ori- 
ginal items are listed, including a din- 
ing room dome for which suspensions 
are available which have a convenience 
outlet for table appliances. The com- 
mercial enclosing globes include stand- 
ard sizes of several popular shapes, in 
both Cora-cased and Nuite glass. Suit- 
able fixtures and recommended Cora 
glassware for school room illumination 
is also shown. The catalog, No. 47, 
may be had upon request. 


Where to Get the Articles 
Shown on Pictorial Pages 


Page 5549 


Robeson Rochester Corporation, Ro- 
chester, N. Y., black china percolator. 

Czecho Peasant Art Company, Inc., 
10 West 19th St., New York City, 
Czecho-Slovakian pottery tea or break- 
fast set, lamp and shade. 

A. J. Linderman Hoverson Company, 
Milwaukee, Wis., electric toaster. 

Smith Ceramic Studios, 903 Monroe 
Ave., Rochester, N. Y., glass lamp and 
ship shade. 

Manning, Bowman & Company, Mer- 
iden, Conn., carafe, with glass and tray. 

Bard Art Company, 26 West 36th 
Street, New York City, East Indian 
brass vase. 

Mary Ryan, 225 Fifth Avenue, New 
York City, pewter plate and jug. 


Page 5550 


Art Colony Industries, 34 Union 
Square, New York City, candle sticks, 
first and third brass candle sticks from 
the left, fifth wrought iron candle stick 
and brass candle holder at extreme 
right. 

Bard Art Company, 26 West 36th 
Street, New York City, second and 
fourth candle sticks from left, East In- 
dian brass in cobra design and brass in 
Italian design. 

The Gifts Bazaar, 225 Fifth Avenue, 
New York City, second candle stick 
from right, a Kashmir import. 

Manning, Bowman & Company, Meri- 
den, Conn., electric percolator. 

J. E. Marsden Glass Company, 225 
Fifth Avenue, New York City, glass re- 
frigerator dishes. 

Charles Hall, Inc., 3 East 40th Street, 
New York City, Borghese lamp and 
shade at bottom of page. 

Art Colony Industries, 34 Union 
Square, New York City, smoking set. 























These “Before” and “After” pictures are 
reproduced from a folder the Lightolier 
Company, 569 Broadway, New York City 
is mailing. The folder, of course, is de- 


voted to the subject of shades for all types 
of fixtures. ‘Just as you would never 
think of using a table lamp or floor lamp 
without a shade,” it is pointed out, “so, 
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too, the fixture lights are incomplete un- 
less they are shaded.” The entire booklet 
presents in an entertaining but forceful 
manner a plea for properly shaded fixtures. 
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More than 9 million 


ELECTRICAL MERCHANDISING 


», 
‘ 


sales-talks — 


forabig autumn! 


Do you work 
with the tide? 


Do you try to sell the things 
that have not reached the 
popularity-point? That are 
not boosted by large national 
advertising? Stop! Sell 
with the tide. Sell what the 
public wants—and what the 
public reads about. Write 
today for details on the 
franchise in your territory. 
Be a Premier Duplex dealer 
—and make the greatest 
profits in the electric cleaner 
world. 








Bai te ct 


~~ 














ORE than 9 million sales-making 
pages invading homes, _ this 
Autumn! Each one telling in emphatic 
manner the story of Premier Duplex 
cleaning supremacy! Convincing both 
women and men that the Premier is a 
home necessity. These ads are drum- 
ming up lots of trade. Stock up—take 
advantage of the Autumn boom—and 
pile up bigger-than-ever profits! 


Saturday Evening Post 


September 19—1 Page 
OCTOBER 17—2 PAGES IN 2 COLORS 
November 14—1 Page 
December 12—1 Page 


Good Housekeeping Woman’s Home 


September Companion 
October October 
November November 
December 

December 


Ladies Home Journal 
Pictorial Review 


September 

October October 
November November 
December December 





Poems 


Electric Vacuum Cleaner Co., Inc. 
Cleveland Ohio 


Manufactured and distributed in Canada by the 
Premier Vacuum Cleaner Company, Ltd., Toronto, 
and also distributed by the Canadian General Electric 
Company, Ltd., General Offices, Toronto. 
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Manning, Bowman & Company, Meri- 
den, Conn., electric cigar lighter. 

Weidlich Bros. Manufacturing Com- 
pany, Bridgeport, Conn., lion ash re- 
ceiver and Indian bookends. 


Page 5551 


Bush Terminal Sales Building, Gift 
and Art Division, 130 West 42d St., 
New York City, candelabra. 

Smith Ceramic Studios, 903 Monroe 
Avenue, Rochester, N. Y., lustre ware 
tea set. 

Westinghouse Electric & Manufac- 
turing Company, Merchandise Division, 
Mansfield, Ohio, waffle iron. 

Edison Electric Appliance Company, 
5600 West Taylor Street, Chicago, IIl., 
percolator. 

Max Hirsch, 16 West 23d Street, New 
York City, electric tea kettle and set. 

Fostoria Glass Company, Mounds- 
ville, W. Va., glass candy box in top 
picture. 

Fitzgerald Manufacturing Company, 
Torrington, Conn., electric table stove. 

Landers, Frary & Clark, New Britain, 
Conn., chafer set of fork and spoon. 

E. R. Thieler, 61 West 23d Street, 
New York City, Majolica salad set. 

Lightolier Company, 569 Broadway, 
New York City, lamp and shade at bot- 
tom of page. 

Pittsburgh Lamp, Brass & Glass 
Company, Pittsburgh, Pa., small rose 
light. 

eSmith Ceramic Studios, 903 Monroe 
Avenue, Rochester, N. Y., bridge ash 
receiver set, salt and pepper sets. _ 

Art Colony Industries, 34 Union 
Square, New York City, brass crumb 
set and cat door knocker. 

Manning, Bowman & Company, Meri- 
den, Conn., trivet. 

E. A. Reed & Company, 225 Fifth 
Avenue, New York City, combination 
ice pick, bottle opener and corkscrew. 

Bush Terminal Sales Building, Art & 
Gift Division, 130 West 42d St., New 
York City, trump marker. 

Hubley Manufacturing Company, 
Lancaster, Pa., decorated switch plates. 





“New Facts About Oil Heating” is 
the title of an interesting publication 
prepared by the Williams Oil-O-Matic 
Heating Corporation, Bloomington, Ill. 
The facts are entertainingly presented 
and illustrated with numerous drawings. 
The booklet has 29 pages, enclosed 
within stiff tan cardboard covers, with 
gold decoration. 


The Security Electric Manufactur- 
ing Company, 2635 Canton Street, 
Chicago, manufacturer of Security elec- 
tric heating appliances, announces that 
its new two-color catalog is ready for 
distribution. Several new items re- 
cently added to the Security line are 
described. 


Morimura Bros... 53 West Twenty- 
third Street. New York City, is issuing 
a new catalog on its lamps and shades. 
The catalog measures 83 in. x 11 in. and 
is of the loose leaf type. Besides the 
Morimura line of selected models of 
portable lamps there are also many 
new numbers shown. 





Sample Hoaed of Wiring 
Devices 


About _ thirty of the most popular 
“Beaver” wiring devices are mounted on 
the sample board displayed, which was pre- 
pared by the Beaver Machine & Tool Com- 
pany, of Newark, N. J., for its branch of- 
fices but which is now being furnished also 
to large Beaver distributors. The board 


itself is made by the paint stencil process 
in Beaver colors of bright vellow and black 
and has wooden frame. 





The Gleason-Tiebout Glass Company, 
200 Fifth Avenue, New York City, has 
prepared an unusually attractive folder 
on its “Celestialite” daylight glass. It 
is a large folder, measuring approxi- 
mately 13 in. by 10 in. and on its cover 
is a lovely print reproducing a wood- 
land scene in natural colors. 


ELECTRICAL MERCHANDISING 5567 


Where to Buy The Lamps 
Shown on Pages 5544-45 


1. Home Electric Company, 220 North 
State Street, Chicago. 

2. Oscar. O. Friedlander Company, 
40 Murray Street, New York. 

3. Crown = Electric Manufacturing 
Company, St. Charles, III. 

4. Jefferson Glass Company, Follans- 
bee, W. Va. 

5. The Handel Company, Meriden, 
Conn. 

6. The Handel Company, Meriden, 
Conn. 

7. H. E. Rainaud Company, Meriden, 
Conn. 

8. Oscar O. Friedlander Company, 
40 Murray Street, New York. 

9. Lightolier Company, 569 Broad- 
way, New York. 

10. Aladdin Manufacturing Company, 
Muncie, Indiana. 

11. L. D. Bloch & Company, 39 East 
Kighteenth Street, New York. 

12. Colonial Lamp & Fixture Works, 
5642 Lake Park Avenue, Chicago. 

13. Lamp only, Geo. F. Little, 225 
Fifth Avenue, New York. Shade, Mary 
Ryan, 225 Fifth Avenue, New York. 

14. Rebel and Frank, Incorporated, 
4207 Clark Avenue, Cleveland. 

15. Wrought Iron Novelty Corpora- 
ton, 147 Cator Avenue, Jersey City, 
New Jersey. 

16. L. D. Bloch & Company, 39 East 
Eighteenth Street, New York City. 

17. The Miller Company, Meriden, 
Conn. 

18. Roman Ornamental Metal Com- 
pany, Inc., 39 South Sixth Street, New- 
ark, New Jersey. 





Stimulating Interest in Wiring Equipment 

















Too many people take house wiring and 
wiring convenience for granted. They 
think only in terms of whether or not a 
house “has electricity’ not considering 
that there are ‘all types of installations and 
that electrical service in the home can be 


made as convenient as the householder is 


willing to have it. Here is a window dis- 
play featuring the ‘‘A-1” line of wiring de 
vices of the Connecticut Electric Manufac- 


turing Company, Bridgeport, Conn Tell 
the world how to get wiring comfort. 
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Tobacco 
Lighter 

























The lighter 


that never fails 


Novet! Original! Absolutely practical! Lights 
a pipe, whether full of tobacco or nearly empty. 
Lights a cigarette on the first puff. Lights a cigar 


Attractive display material 
even though partly smoked. ee 


7 r display stand—holds actual 

Operates on a new principle. Tobacco does =a — codicil 

not touch the heating coils. Never clogs. Lasts and let customers tryit. Stand free 

longer. Press the button and instantly the coils with first six Lighters. Each 

get red-hot. Wanted in every electrically Lighter in color box—and the six 
equipped home and office. Plugs into any con- in attractive display carton. 


venient socket. Long cord. Always handy. 
Always ready. No hunting for matches! No 
match-strewn floors! 

Beautifully finished. A worthy addition to 
the renowned line of Manning-Bowman House- 
hold Electric Appliances. 


Stock it. Display it. You'll sell lots of them. ne new electric Ligh 
A timely, novel gift suggestion for the coming A aR iTES 
Holiday season. Manning-Bowman & Co., | 
Meriden, Connecticut. 


Gh! 


Have you received your sample? 


There's one waiting. Try it. Keep it 
if you like it—it will be billed through 
your jobber. Or, return it and get full 
credit. Write, giving name of your jobber. 


















News of the Electrical ‘Trade 


Camp Co-operation V 
‘ September 8-12 


Latest advices from The Society for 
Electrical Development, which, in co- 
operation with the League Council, is 
sponsoring Camp Co-operation V, the 
Fourth Conference of Electrical 
Leagues to be held at Association 
Island, Henderson Harbor, N. Y., Sep- 
tember 8-12, 1925, indicate that greater 
interest than ever has developed during 
the year in local co-operative business- 
building work. The Business Program 
of the conference covers quite com- 
pletely those things in which Electrical 
Leagues are interested today. It is well 
balanced and numbered among the sub- 
jects are those of interest to local elec- 
trical groups which are considering the 
formation of Leagues as well as to 
Leagues in actual operation. 

The first actual business session will 
take place on Tuesday evening, Sept- 
ember 8th, and will be followed by 
other sessions each morning and eve- 
ning thereafter. At the first business 
session Earl Whitehorne, associate 
editor Electrical Merchandising will 
speak on the status of the leagues to- 
day. Mr. Whitehorne’s talk will be 
followed by “What the Leagues are 
Doing” a presentation of five-minute 
reports by 14 leagues. 

The Wednesday morning session is 
opened by K. A. McIntyre who will talk 
on organizing a league. Later sessions 
will present a Report of League 
Council by T. C. Russell; S. L. Nichol- 
Son will speak on the uniform electricai 
ordinance and W. J. Canada on the code. 
The industrial lighting campaign will 
be outlined and discussed as will a 
definite national campaign for an Elec- 
trical Christmas. 

At the last business session on Fri- 
day morning Sept. 11, W. L. Goodwin 
will speak on the Red Seal Plan and 
there will be five-minute reports by ten 
leagues on Local Red Seal Operation. 

The conference ends on Saturday, 
Sept. 12 with a special session for 
league secretaries and secretary man- 
agers, 





George V. W. Ingham has resigned 
from the Johns-Pratt Company as east- 
ern sales manager. Mr. Ingham is 
located at 41 East Forty-second Street, 
New York City, and is considering 
serving as a special manufacturer’s 
representative. 


The Sager Electrical Supply Com- 
pany, Boston, Mass., has opened a 
branch store at Springfield, Mass., 
under the management of A. D. 
Murphy; and another in Worcester, 
under George B. Dennison. 


The Electrical Get-Together Club of 
Connecticut announces an outing for the 
17th of September at Lake Compounce, 











Coming Conventions 


N. E. L. A., NEW ENGLAND 
GEOGRAPHIC DIVISION, New 
London, Conn., Sept. 8-11. 

CAMP CO-OPERATION V, As- 
sociation Island, Henderson 
Harbor, N. Y., Sept. 8-12. 

N. E. L. A., Rocky MOuUN- 
TAIN GEOGRAPHIC DIVISION, 
Glenwood Springs, Colo., Sept. 
14-17. 

ILLUMINATING ENG. Soc. 
Detroit, Sept. 14-18. 

N. E. L. A., SOUTHEASTERN 
GEOGRAPHIC DIVISION, Bir- 
mingham, Ala., Sept. 15-18. 

ASSOCIATION OF ELECTRA- 
GISTS, INTERNATIONAL, West 
Baden Springs, Ind., Sept. 23- 
25. 























.Conn., which will be the first gathering 


of the reorganized club. Formed as a 
club for central station men the club 
has not been active for some years. 
This year under the leadership of H. I. 
Everest and C. H. Albee the idea was 
revived and the club organization ex- 
tended to include contractors, dealers, 
manufacturers and jobbers as well as 
central station men. A long program 
of sports is announced for the outing 
with a large assortment of prizes. 

















Adopted into the clan of Spokane tribe Indi- 
ans, two more Chicago power men received 
new western names when they visited the 
Long Lake power station of the Washing- 
ton Water Power Company. The gentle- 
man with the scalp feathers, first on the 
left. is B. J. Mullaney, who was christened 
Kaucht, signifying “much talk” and Mar- 
tin J. Insull was named Katnut Shkilay or 
“big lake.” 
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1925 Code Becomes 
American Standard 


The 1925 edition of the National 
Electrical Code, which is shortly to be 
published by the National Board of 
Fire Underwriters, will announce on 
its cover and title pages its approval 
as an “American Standard” by the 
American Engineering Standards Com- 
mittee. The biennial revision of the 
Code was performed by the National 
Fire Protection Association as the 
sponsor organization through a Sec- 
tional Committee having 39 organiza- 
tions represented in its membership, 
including several federal, state and 
municipal bodies, in addition to the 
various technical, industrial and com- 
mercial associations concerned. The 
first printing will be 100,000 copies. 





Sales Managers Discuss 
Building Organization 


Selling methods proved a feature of 
the sessions of the first annual conven- 
tion of the East Central Division of 
the N. E. L. A. (and the twenty-eighth 
of the Ohio Electric Light Associa- 
tion), held at Cedar Point, Ohio, in 
July. 

Part of the Wednesday commercial 
program consisted of five-minute talks 
by C. L. Dunn, Ohio Public Service Co., 
Cleveland, O.; E. L. Canfield, The Ohio 
Power Co., Canton, O.; H. W. Derry, 
Union Gas & Electric Co., Cincinnati, 
O.; L. W. McLellan, Kentucky Utilities 
Co., Louisville, Ky. and K. Fitzpatrick 
of The Dayton Power & Light Co., Day- 
ton, O. on the subject “Local Achiev- 
ments.” 

S. D. Heed, Cincinnati, Chairman of 
the local commercial section presided 
at this session. He spoke of the Com- 
mercial Section’s endeavor “to build 
a real appreciation in the minds of men 
in the central-station industry. of the 
necessity for organized sales effort.” 
He stated that the only way present 
selling prices of energy can be main- 
tained, in view of the increased costs 
of labor, material, etc. entering into 
production, is to get a better load 
factor. 


“Sales Organization Can Be 
Built Scientifically” 


“Our systems and our money have 
got to earn a greater percentage of 
the time,” said Mr. Heed. The whole 
thing is crystalized in the word “sales- 
manship.” 

“We believe that selling is an art 
or a science with a very distinctive 
technique; we believe that sales resist- 
ance is just as important as some other 
resistances which we hear lots more 
about and we believe there are just 
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as effective ways of overcoming sales 
resistance as there are of taking care 
of other kinds or resistance. I have 
heard some people say they don’t need 
any commercial departments. I’d like 
to recommend to those people who feel 
they need no commercial organizations 
that they go back to their jobs after 
this convention is over and check up 
a few things—for instance the satura- 
tion of their customers, the number of 
customers to the population they serve. 
I’d like to have them check up the aver- 
age number of kilowatt hours sold 
annually to the customers they now 
have. 

“J have in mind one central station 
which in the last three years and with- 
out any particular growth in the city 
in which it is located, increased its 
number of customers from 50,000 to 
125,000 and curiously enough the peak 
load of that station increased about the 
same figures and the load factor mate- 
rially increased. There was absolutely 
no change in selling price, no change 
in rates, no different proposition to 
offer the public. Nothing was changed 
except the sales organization and that 
was changed materially. This is in- 
dicative of what can be done. 

“Let us all get away from the old 
idea of commercial departments and 
adopt the idea of really highly organ- 
ized sales effort, think straight and 
then shoot straight and hard for new 
business and better business. For the 
success of our companies is measured 
in terms of business and not in the 
terms of the size of their power plants.” 


Paying Salesmen on Appliance 
Volume 


J. B. Wilson of The Ohio Public 
Service Co., Massillon, Ohio, spoke on 
“Electric Appliances and How to Sell 
Them.” He stressed the necessity of 
handling standard makes of appliances 
and not carrying too many lines that 
conflict in order to get a stock turnover. 
This policy, upon the part of their 
company, has resulted in materially 
cutting down the amount of stock car- 
ried. The Massillon salesmen are com- 
pensated on a revenue-producing basis 
and an appliance-sales basis—in other 
words a higher commission is paid on 
such merchandise as produces greater 
revenue in use. Sales quotas are set 
for each salesperson. 

In starting up a merchandise depart- 
ment, Mr. Wilson listed as one of the 
most essential things the showroom and 
window display. He declared show win- 
dows to be the best salesmen. “A 
good attractive window display will sell 
more merchandise for you than any 
salesman you can think of today,” said 
Mr. Wilson, “Next in order, your ad- 
vertising to follow that up and then 
your men, your direct contact with the 
public. Each of our salesmen has from 
800 to 1,000 customers. A man cannot 
cover from 3,000 to 5,000 customers 
and do a good job. This has been 
proven in our organization time and 
time again. We are building up mer- 
chandise sales month by month not by 
the appliances but by the service we 
are rendering with that appliance. 

“Training salesmen is very impor- 
tant. Good ones are hard to get and 


ELECTRICAL MERCHANDISING 


I would rather have a green one any 
time and start him from the ground 
up, if he has any sales ability, than 
take a man that knows it all and had 
years of experience in a number of 
companies. His mind is set along cer- 
tain lines and you can’t train him. He 
won't listen to what you tell him and 
may waste your time. We train these 
men in morning meetings. Wherever 
possible we bring in a manufacturer on 
a certain article and thus get all the 
men thoroughly posted on that article. 
We are also going into specialty men. 
We have a power man, a commercial 
man, a household fixture man, rural ex- 














A. L. Smith, of the Walker Pratt Company, 
and F. H. Barber, appliance sales manager 
of the Western Electric Company, stopped 
long enough in their jaunt through the 
Hollywood hills to do what everybody else 
in that neighborhood does—had their pic- 
ture taken. 





tensions, house wiring and in fact on 
practically all the articles, such as re- 
frigerators that need specialty men. 
You cannot expect a territory man to 
go out and sell all of these things and 
do a good job of it.” 





Publishers Unite in 
Export Field 


Establishment of the Business Pub- 


lishers International Corporation to 
meet more adequately the demand for 
specialized business publications in the 
fields of overseas trade and industry 
has been announced by the McGraw- 
Hill Company and the United Publish- 
ers Corporation. They jointly will con- 
trol the new organization. 

Three publications already in exist- 
ence form the nucleus of the new com- 
pany, which will maintain editorial 
and business representatives in the im- 
portant commercial centers abroad. 
The papers are Ingenieria Internacional 
(International Engineering) ,a McGraw- 
Hill industrial and engineering month- 
ly circulating in Spain and Latin 
America; El Automovil Americano and 
The American Automobile (Overseas 
Edition) in Australia, New Zealand, 
South Africa, India, Great Britain, 
Norway, Denmark, Holland, Belgium; 
in the Orient and other territories. 
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The new corporation is headed by 
Mason Britton, president. He is vice- 
president of the McGraw-Hill Company. 
John Abbink, until formation of the 
new publishing firm business manager 
of Ingenieria Internacional, is vice- 
president and general manager. J. L. 
Gilbert, who was business manager of 
the two automotive publications, is vice- 
president and secretary. C. A. Mussel- 
man, president of the Chilton Class 
Journal Company, the automotive pub- 
lications division of the United Publish- 
ers Corporation, is treasurer. 

The Board of Directors includes, in 
addition to the officers, Charles G. 
Phillips, president of the United Pub- 
lishers Corporation; Malcolm Muir, a 
vice-president of the McGraw-Hill Com- 
pany; Philip S. Smith, editor of 
Ingenieria Internacional, and George 
E. Quisenberry, editor of El Automovil 
Americano and The American Automo- 
bile (Overseas Edition). 





Electragists Bringing Out 
Manual of Accounting 


The Association of Electragists, 15 
West 37th Street, New York City, will 
shortly issue a Manual of Accounting 
Practice which its staff has had under 
preparation for a number of months. 

“We feel that this Manual of Ac- 
counting Practice should be in the 
hands of every electrical contractor and 
dealer in the country,” explains L. W. 
Davis, general manager of the associa- 
tion “and therefore are inviting all of 
the jobbers of the country to act as 
the distributors of the Manual. We 
plan to sell it to them at our cost, 
their copies to be imprinted with their 
names on the cover so that such distri- 
bution on their part to their customers 
will represent a valuable contribution 
of service, with their name permanently 
identified with it. 

We have tried in this Manual of Ac- 
counting Practice to include in simple, 
clear language the answer to the 
innumerable questions of accounting 
problems which have been submitted to 
this office constantly during the past 
few years. We hope that this book 
will provide the users of the Standard 
Accounting System with a detailed ex- 
planation of many of the peculiar ac- 
counting problems which the electrical 
contractor faces. 





James H. Betts, Inc., is the name of 
a new electrical manufacturing organ- 
ization with factory and headquarters 
at 1391-1395 Sedgwick Avenue, New 
York City, and headed by James H. 
Betts, president, formerly with Betts & 
Betts. Included in the lines to be made 
by the new company will be traffic- 
control apparatus; thermostatic flashers 
and flashing plugs; heavy-duty flashers 
employing a new principle; motor 
flashers; color caps for sign lamps at- 
tached in a new way that holds them 
securely; and bell-ringing transformers 
of the exposed-core type, small and 
compact. James H. Betts, Inc., occupies 
the former factory of the DeForest 
Radio Company, near the High Pridge 
Station on the New York Central Rail- 
road. 





